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CHAPTER I 
INTRODUCTION 
The term 11 consumerism 11 is used to identify the widespread discon-
tent consumers have with many products and services {Berry, Hensel, 
and Burke, 1976; Aaker and Day, 1978). Consumerism, as we know it 
today, encompasses activities of government, business, independent 
organizations, and concerned consumers to protect and enhance the 
rights of consumers (Aaker and Day, 1978). Identified areas of grow-
ing consumer discontent include: lack of information, advertising, 
health and safety issues, repairs, servicing, pricing, and product 
quality (Berry, Hensell, and Burke, 1976~ Dameron, 1976). 
The consumer affa·i rs movement of today enjoyed widespread support 
from the general public C'The Consumer Confronts the Businessman 11 , 
1977; St. Marie, 1978). 11 Consumerism at the Crossroads 11 , a survey by 
Lou Harris and Associates for Sentry Insurance (1977) identified atti-
tudes and opinions of consumers about the consumer movement. The 
survey indicated that the public supported a series of new policies. 
Several of these directly impact the consumer movement as it becomes 
more established in government and business: 
Seventy-two percent of the public support a proposal to 
hold a major convention every four or five years at which 
government, business and consumer representatives would 
work out long-term policies in the consumer field. 
By a 65 to 16 percent margin the public feels that all 
companies should be required to have a public or con-
sumer representative on the board of directors. 
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By 77 to 8 percent a majority of the public believe that 
all large companies should be required to employ a senior 
officer with responsibility for consumer affairs ("Con-
sumerism at the Crossroads 11 , 1977, p. iv). 
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This rise in consumer consciousness and indications the movement 
will continue to gain strength has prompted many companies to estab-
lish consumer affairs departments and hire consumer affairs profes-
sionals ("Corporate Clout for Consumers 11 , 1977). A Business Week 
survey indicated that more and more companies were listening to their 
customers with the understanding that listening serves both the cor-
porate and consumer interest ( 11 Corporate Cl out for Consumers 11 , 1977). 
Many companies, however, resist changing their corporate struc-
ture to meet consumer needs. Critics of the consumer movement, many 
of whom include top management, have said that consumerism is unnec-
essary because consumers can most effectively voice their discontent 
with a product by not buying it ( 11 Corporate Clout for Consumers", 
1977). Top management may also have resisted change because they felt 
the leadership of the consumer movement was out of touch with consum-
ers ("The Consumer Confronts the Businessman", 1977). The Harris poll 
found, however, that top managers were themselves out of touch with 
consumers. Furthennore, a majority of business managers most closely 
involved with both the consumer movement and the general public be-
lieved consumer leaders usually reflect consumers' feelings ( 11 Consum-
eri sm At The Cross roads 11 , 1977). 
The basic problem is that no one has yet clarified the 
areas in which the goals of the corporation, the employ-
ees, and the consumer are congruent, partly congruent 
and most incongruent (Blum, Stewart, and Wheatley, 1974, 
p. 18). 
In an attempt to define consumer affairs departments and con-
sumer affairs professionals, Hise, Gillet and Kelly (1978) found 
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that many of the consumer affairs departments were struggling for 
identity and were only beginning to influence corporate philosophies, 
policies and practices. These researchers found that most consumer 
affairs departments had two primary responsibilities: development and 
handling of customer complaints and inquiries; and developing and 
disseminating consumer education materials. They discovered that 
departments with a broader scope (monitoring company advertising, 
providing input for product design, developing warranties, etc.) were 
backed by a management philosophy that was more responsive to consumer 
needs. In such firms, consumer affairs departments appeared to play 
a "change-agent" role (Hise, Gillet and Kelly, 1978). St. Marie 
(1977) asserts: 
The consumer affairs field, whether in government or busi-
ness, needs definition. It needs a mission statement ... 
The consumer affairs professional needs to understand how 
to function as a change agent (p. 18). 
Newly established departments of consumer affairs have been 
faced with day-to-day operational problems as well as difficulties of 
fitting into a previously established organizational structure (Blum, 
Stewart and Wheatley, 1974). Although the consumer affairs area is 
new, several studies have investigated the role of the consumer 
affairs professional within the corporate structure (Blum, Stewart 
and Wheatley, 1974; Hise, Gillet, and Kelly, 1978; McKitrick, 1977). 
Many articles cite the need of top management to be aware of the suo-
port the consumer affairs oosi ti on (Coroorate Cl out For Consumers 11 , 
1977; "Consumerism At The Crossroads", 1977; "The Consumer Confronts 
the Businessman," 1977). None of these studies, however, investigate 
the perception of the consumer affairs professional as compared to 
the perception of the corporate executive officers in determining 
the roles of the consumer affairs professional. Hise, Gillett and 
Kelly (1978) state that some of the concerns and frustrations of 
the consumer affairs professionals may represent top management's 
failure to fully understand and support the consumer affairs mission 
(p. 26). 
Purpose and Objectives 
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The purpose of this study was to identify and analyze perceptions 
of the role of consumer affairs positions by those professionals who 
fill them and by those who manage them. By comparing the two views, 
it was anticipated that the role of both consumer affairs departments 
within the corporate structure and consumer affairs positions in those 
departments could be more clearly defined. This study involved an 
analysis of perceived input to specific job functions, job limitations 
and job satisfactions by selected consumer affairs professionals and 
their corporate executive officers. Specific objectives of the study 
were: 
1. To detennine the particular job functions perceived 
to have the most input on corporate decisions by the 
consumer affairs professionals and by the corporate 
executive officers. 
2. To detennine the particular job functions perceived 
to have the least input on corporate decisions as 
rated by consumer affairs professionals and by cor-
porate executive officers. 
3. To detennine the specific job factors deemed to be 
most limiting in the consumer affairs position as 
perceived by the persons holding those positions and 
by the corporate executive officers. 
4. To detennine the specific job factors deemed to be 
least limiting in the consumer affairs position as 
perceived by the persons holding those positions and 
by the corporate executive officers. 
5. To compare ratings of each statement of job satis-
factions in the consumer affairs position as per-
ceived by persons in those positions and corporate 
executive officers. 
Hypotheses 
The following hypotheses were formulated in relation to this 
study: 
made: 
Hypothesis I: For each item characterized as a job func-
tion of the consumer affairs professional, there will be 
no significant difference in proportions of CAPs and CEOs 
who perceive each item as giving the most input into cor-
porate decision-making. 
Hypothesis II_: For each item characterized as a job func-
tion of the consumer affairs professional, there will be 
no significant difference in proportions of CAPs and CEOs 
who p~rceive each item as giving the least input into cor-
porate decision-making. 
Hypothesis III: For each item characterized as a limiting 
factor of the consumer affairs position, there will be no 
significant differences between the proportion of CAPs and 
CEOs who perceive each factor as most limiting. 
Hypothesis IV: For each item characterized as a limiting 
factor of the consumer affairs position, there will be no 
significant differences between the proportion of CAPs and 
CEOs who perceive each factor as least limiting. 
Hypothesis V: There will be no significant difference in 
the rating of each item related to job satisfactions as 
perceived by CAPs and CEOs. 
Assumptions 
In preparation of this study, the following assumptions were 
1. To be effective, the consumer affairs professional 
and the consumer affairs department must have the 
support of top corporate management. 
2. The role of the consumer affairs professional is 
relatively new to the corporate hierarchy and needs 
clarification and definition. 
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3. That professionals and managers were honest in 
presenting their perceptions. 
Limitations 
1. There was, at the time of the study, only one pro-
fessional organization with members defined as con-
sumer affairs professionals. 
2. Consumer affairs professionals chosen for this study 
were regular members of the Society of Consumer Af-
fairs Professionals and were employed in business at 
the time of the study. Other consumer affairs pro-
fessionals were not contacted. 
3. In each case, the consumer affairs professional was 
asked to identify the manager to whom s/he reported. 
The titles and position of these managers varied 
within the corporate structure. 
Definitions 
In order that accurate understanding and interpretations of the 
study might be assured, it was necessary to define the following 
terms: 
1. Consumer Affairs Professional (CAP) - That person who is 
performing duties (other than routine or clerical duties) that not 
only improves the firm's communications and relations with the con-
sumer but also makes the company more responsive to the needs and 
grievances of the consumer (Burton, 1976, p. 73). 
2. Corporate Executive Officer (CEO) - That person in the firm 
with the final decision-making power for the consumer affairs posi-
tion and the consumer affairs department. 
3. Job - A set of work activities, the completion of which 
serves to increase or maintain the organization's effectiveness 
(Hellriegel and Slocum, 1976). 
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a. Job function input - The degree of input which 
the CAP perceives s/he contributes to the cor-
porate decision-making process. 
b. Job limitations - Those sources of frustrations 
which causes the CAP stress and subsequent cop-
ing behaviors and limits the job perfonnance 
(Hellriegel and Slocum, 1976). 
c. Job satisfactions - The CAP's responses to or 
feelings about the aspects of the consumer 
affairs position (Hellriegel and Slocum, 1976). 
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These definitions were taken from publications in the management 
and consumer affairs areas following an extensive review of current 
literature. Chapter II will give further background information 
concerning the consumer movement and the development of the consumer 
affairs profession in business and industry. 
CHAPTER II 
REVIEW OF LITERATURE 
Introduction 
England's Adam Smith, promoted the idea in the late 1700's of an 
economy which, left to its own designs, would be a balanced market 
system meeting the needs of those it served. He felt there were two 
factors which would balance the marketplace: self-interest and compe-
tition. Self-interest would be the driving force which force men to 
become producers, and competition would balance the various self-
interests so that the consumers' needs were met. Indeed, from self-
interest and greed would eventually come a beneficial marketplace 
in which the consumer was king (Heilbroner, 1972). 
Later, in the mid-1800's, Marx proposed, after careful examina-
tion of the capitalistic system, that the system was destined to de-
stroy itself. Capitalism was built on a system of a working class 
gaining a subsistence level of living and a capitalistic class of 
landowners, who were owners and lived well, but were not producers. 
The upper-class, then, was gleaning a living from the lower classes 
with no basis of support to their economy. His proposition was that 
the working class would eventually rise, a product of the system, 
and destroy the system. It was only through the intervention of a 
government or a third power that the working classes would be kept 
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in balance and provided for, in the society as a whole (Heilbroner, 
1972). 
Keynes (Fusfeld, 1966) in 1936, transformed the whole direction 
and emphasis of modern economics by his book, The General Theory of 
Employment, Interest, and Money which introduced new language and a 
new set of theories. Included were the now common terms of: 11 propen-
sity to consume, inducement to invest, the marginal efficiency of 
capital, liquidity perference and the multiplier 11 (Fusfeld, 1966, 
p. 105). While presenting very different processes for capitalism 
than Marx, Keynes proposed essentially the same future for the sys-
tem--its survival through the force of a third party, i.e., the 
government_. 
Keynesian economics reached its peak in the 1950 1 s and 1960 1 s in 
the United States. Recent years have seen growing concern about 
government intervention in the economic structure. In a recent arti-
cle, Minard (1980), refers to Hayek 1 s term of 11 constructionism 11 
where government intervenes in the market system and the economy caus-
ing total chaos. Hayek (Minard, 1980) promoted the thought that, 
left alone, the market system and producers would meet the needs of 
consumers. Economy, inflation, employment, and money supplies would 
respond to the demands (Minard, 1980). 
Heilbroner (1972) suggests, however, that once the motions are 
set for intervention into the economic processes they will continue. 
The natural outcome of the social struggle was thwarted, 
channeled, encouraged, and aimed at every turning--one 
reason, for example, that Marx's inexorable predictions 
never quite materialized was that we interceded in the 
game wherever it appeared it might otherwise proceed to 
a final checkmate. We curbed monopolies, we encouraged 
labor unions, we regulated competition, we intervened 
in the business cycle (p. 314). 
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Hayek (Minard, 1980) proposes that the eventual 11 tampering 11 of govern-
ment in the economy will cause the economy to crumble from the false 
supports upon which it has been built. With this breakdown of the 
false economy, Hayek suggests that society will revert to rationing of 
resources. Only goods needed will be produced and supplied and 
society will revert to the laisse faire system of the English econo-
mist, Adam Smith (Minard, 1980). Hendon (1975) carries this 11 ra-
tioning 11 approach a step further by saying: 
Marx and other economic historians felt that certain 
events had to happen. Is the U.S. current consumer-
ism movement something that had to happen? Would Marx 
have foreseen it? ... In general, as a nation exper-
iences economic growth, consumerism issues grow more 
sophisticated and violent ... As doomsday approaches, 
violence will increase as all humans revert to caveman 
behavior and riot for food, clothing and shelter (pp. 
23-24). 
The questions which face us in the future are not the 
purely economic ones of whether corporations will natu-
rally grow larger or whether we will suffer from infla-
tion or unemployment, but the moral ones of whether we 
will allow inflation or unemployment to develop unchecked 
(Heilbroner, 1972, p. 314). 
Cravens and Hills (1970) asserted that "consumerism is an inevi-
table response to the increasingly complex and impersonal society of 
our times" and stated that consumerism and the movement will "bring 
pressure on business finns as well as government to correct business 
conduct thought unethical 11 (p. 21 ). These authors view the economic 
evolution in our society as moving into a new level of maturity from 
a "preoccupation with mass needs and wants toward a reassessment of 
soci a 1 goa 1 s and the means necessary to a chi eve them" ( p. 23). 
The Changing Consumer and Marketplace 
A review of recent events gives an indication of the changing 
values of society, and new demands and attitudes of consumers. We 
have recently experienced: 
years of major political assassinations; 
an unpopular and very unsuccessful war; 
raci a 1 turmoi 1; 
campus ups et; 
the worst inflation in a generation; 
an energy shortfall; 
a deep recession--marked by the worst decline in real 
output in forty years (Dennis, 1975, p. 155). 
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In addition to this list of societal factors affecting consumers 
and their financial condition, consumers have become more aware of 
the overall picture (Day and Aaker, 1970). 
American consumers today are better educated, more affluent, 
more concerned, more articulate and more powerful than ever 
before ...• They want more value, better service, greater 
product integrity. What 1 s more they want clearly to per-
ceive that these demands are being filled (Bernstein, 1977, 
p. 26). 
The present era of consumer unrest is not unique in history. 
It follows two previous periods of consumer unrest, in the 
early 1900's and the 1930's. In each of these periods, con-
sumer boycotts erupted in response to rising food prices, 
new consumer organizations appeared, and journalistic ex-
poses of the dangers of widely used products created a ris-
ing demand for new consumer protection legislation. The 
common features of the three periods provide a new perspec-
tive on the consumer movement of the 1960's (Herrman, 1970, 
p. 55). 
Buskirk and Rothe (1970) propose two opposing theories about the 
role of the consumer in the marketplace of a free enterprise system: 
One theory suggests that the consumer is 'king.' It is 
his choice in the market which decides success or failure 
of producers •... This concept is referred to as •con-
sumer sovereignty.• 
A completely opposite approach suggests that the consumer 
is a pawn in the entire process. The brillance of Madi-
son Avenue ... has been used to deceive the consumer to 
the extent that he is incapable of intelligent selection 
... consequently, the consumer is not playing a decisive 
role in the process (p. 62). 
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Dennis (1975) suggested that consumers "don't want to be manipu-
lated", were more sensitive to today's problems, and were willing to 
look toward solutions in the future (p. 156). He said that consumers 
today were more anticipatory than reactive, and wanted to be prepared. 
Consumers today have had input into current legislation and have un-
derstood the central role that business played in the American society. 
This increased understanding and these changing attitudes, however, 
have placed new demands upon business (Herrman, 1970; Cravens and 
Hills, 1970). 
The need is clear for improved communication and infor-
mation feedback among all parties involved in the con-
sumerism movement. Debate has been based far too often 
on superficial response and emotion rather than on an 
objective assessment resulting from carefully formulated 
and executed research (Cravens and Hills, 1970, p. 28). 
Consumers need and want a voice in the decisions which affect 
their buying practices. As we have seen in other periods of high con-
sumerism activity, communication gaps were a major factor in consumer 
dissatisfaction. Divita (1978) claimed that "consumer acceptance can-
not be associated with consumer satisfactions. Rather, acceptance may 
be the forced selection of one of a number of less-than-satisfying 
alternatives" (p. 75). Yet, business has always operated with the 
assumption that consumer satisfaction was a principle determinant of 
sales. 
Critics of the consumer movement have sometimes said that 
consumerism is unnecessary because consumers can most 
effectively voice their discontent with a product by not 
buying it ("Consumerism At The Crossroads", 1977, p. 81 ). 
13 
Often management's response to changes brought about by consumer-
ism has proved less than adequate. For all of its effort to earn 
customer satisfaction, business was still under fire by consumerists 
and government alike. Businesses' mechanism for understanding and 
responding to consumers' needs was not as effective as consumers and 
business would have liked (Divita, 1978). 
Consumers wanted to know what they were buying. They wanted to 
know the expected perfonnance of the product, its use or limitations. 
They wanted a quality product which would perfonn properly for the 
lifetime of the product (Divita, 1978). 
The general public has had difficulty communicating with busi-
ness. Their complaints and inquiries have gone unanswered or were 
not answered to the consumers' satisfaction. This process has led to 
increased alienation and frustration with business. "The public is 
skeptical that neither the regulators of business active by itself 
can satisfy consumer demands" ("Consumerism At The Crossroads", 1977). 
The first response of business to the consumer movement 
was skepticism and condemnation; increasingly, however, 
business is acknowledging this countervailing power. 
Not only must business respond, but business must com-
municate this response to the appropriate parties 
(Cravens and Hill, 1970, p. 28). 
As consumer leaders gained strength in the Sixties, many 
in the business community assumed that these outspoken 
people were simply troublemakers who were not represen-
tative of consumers in general and who were simply stir-
ring up a contented populace (McNamara, 1976, p. 3). 
Past Giant Food Vice President-Consumer Affairs Esther Peterson 
flatly stated her belief that consumer activists don't represent cur-
rent opinions of consumers (Love, 1975c). Virginia Citizens Consumer 
Council president Judy Kory agreed that activists must lead average 
consumers. 
What we are representing is consumers' rights that they may 
not even know they have, but we know they ought to have. 
We do represent opinions of a segment of aware consumers. 
And that segment is growing (Love, 1975c, p. 26). 
Although progress seems to have been made in this area, a 1976 
Conference Board study indicated that corporate executive officers 
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considered the American public 1s mistrust of business to be the most 
serious problem that faced their firm (Berry, Hensel, and Burke, 1976). 
It has become evident that the attitude of a more aware public is not 
far behind the attitudes advanced by consumer activists. 
In conclusion, it seems clear that consumer affairs direc-
tors know and are trying to tell management that consumers 
will be saying in a few years what consumer activists are 
saying today (Love, 1975c, p. 26). 
So in reality, consumer activists have not exclusively represented 
the average shopper. However, findings indicated that the activists 
and the average shopper were not as divergent as possibly believed by 
business and industry (McNamara, 1976). Many business persons failed 
to see that the leaders did indeed speak for millions of consumers who 
were 11 frustrated by products that did not work, advertisements that 
misled, and by management that would not listen 11 (McNamara, 1976, 
p. 3). It was fair to say that consumer affairs directors knew--and 
were trying to tell management--that what consumer activists were say-
ing to them might be an insight into the future (Love, 1975c). 
In order to obtain the satisfaction levels demanded, consumers 
had to rely on voluntary cooperation of business and industry or 
resort to increased government regulation (Divita, 1978). Business 
often reacted with the feeling that government was protecting con-
sumers at the expense of everyone ( 11 Chains and Consumerism: New Direc-
15 
tions Necessary? 11 , 1977). One concern with increased consumer legis-
lation was that all too often the rules have become inflexible, costly 
and burdensome. Consumers, as well as business people, have experi-
enced failures as well as successes with government regulation. Con-
sumers have learned that 
The average gestation period of consumer legislation in 
Congress is six years, and once passed the act does not 
always bring the benefits expected (McNamara, 1976, p. 5). 
There were many costs associated with increased government regu-
lation. Consumer leaders were very aware of these increased costs to 
business and the fact that these costs were passed on to the consumers. 
Dennis (1975) 1 i sted what he termed as 11 si gnifi cantly increased costs 
in both time and dollars for the institution 11 : 
The hardware and operational expenses of tooling up and re-
tooling; the legal costs of reviewing these changes, the 
internal time and energy of management review; of rewriting 
policies and procedures; of communicating those procedures; 
of re-educating line and staff to new policies and philos-
ophies; and finally, the costs of recalcitrance or a tarn-
ished image if the public perceives the industry as not 
being in compliance (p. 159). 
Ms. McNamara, in a speech before the Financial Executives Divi-
sion National Conference in 1976, suggested that 
We have found that when industry is determined to over-
come a consumer problem, the solution is usually cheaoer 
faster, and more effective than legislative relief (p. 4). 
The Role of Business and Top Management 
Divita (1978) perceives business and management as having an 
11 i nabi l i ty to respond to consumers 1 changing standards of company 
performance 11 (p. 75). There was a tendency for business executives 
to see the consumer movement as a threat. Instead of opening lines 
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of communication between activists, government leaders, and other 
consumer leaders, business was fearful of those consumer demands. 
"Most businessmen believe that social responsibility is something that 
a company can only afford when it is making a reasonable profit" 
( 11 The Consumer Confronts The Businessman", 1977, p. 81). 
More and more the "profit motive" attitude has not been accepted 
in the changing attitudes about business and its responsibility toward 
the consumer. According to a recent survey, "Consumer at the Cross-
roads", there was public support of several policies: 
... By 66 to 25 percent the public believe that it would 
be helpful if every community had a complaints bureau where 
complaints against manufacturers, dealers and salesmen 
could be dealt with • 
• . • By 79 to 11 percent the public believe that there 
should be a new independent testing center for evaluating 
the safety of potentially dangerous products, run by either 
the Federal government or consumer activists, rather than 
by business. 
92 percent of the public believe that consumer af-
fairs should be a compulsory subject in all high schools . 
. . . By 77 to 8 percent a majority of the public believe 
that all large companies should be required to employ a 
senior officer with responsibility for consumer affairs 
("Consumerism At The Crossroads", 1977, p. 83). 
The business community has been in trouble with the American 
people on the consumerism issue. Business has had to prepare for new 
attacks by both public and elected officials and this trend will not 
change in the future if there is not a change in attitude toward con-
sumers ("The Consumer Confronts the Businessman 11 , 1977). 
The first and much needed step is a change in the atti-
tudes and perceptions of senior management, based on 
better information about consumer needs, consumer atti-
tudes and consumer expectations ("The Consumer Confronts 
The Businessman", 1977, p. 83). 
That corporations--the whole business system, in fact--
are undergoing a barrage of howitzers can pass without 
comment. The pollsters have been proving it for years, 
. . . Ralph Nader wrote 11 Unsa f e At Any Spead 11 and, with 
a little help from General Motors, gave birth to the 
consumerism movement, which begat the ecological move-
ment, which begat a bee in the bonnet of Congress to 
come in and lend management a hand (Langley, 1978, 
p. 28). 
Top management has been the key to the degree of openness with 
which a corporation deals with the consumer. 
Silence is an indication that the businessman is hiding 
something. For the sake of public acceptance, manage-
ment must learn to live with the world under new rules 
(Rauch, 1976, p. 15). 
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Consumers are demanding information and expecting to have input into 
the corporate effort. 
In order to communicate with the consumer, there must have been 
a sincere and aggressive commitment by top management, and economic 
investment, and time. There must have been an understanding of how 
the organization functions on both a formal and informal basis (Berry, 
Hensel, and Burke, 1976). Many top executives have begun to view the 
consumer affairs position as the vital communications link between 
business and consumers ("Corporate Cl out For Consumers 11 , 1977; Cravens 
and Hi 11 s , l 97 0) . 
The Developing Role of the Consumer 
Affairs Professional 
The attitude of top management has had tremendous impact upon 
the public's perception of business. As a utility manager put it 
There is no question as to whether or not a utility will 
have relations with its customers--it must. The manager, 
however, can determine whether that relationship will be 
good, peaceful and constructive; or stormy and disruptive. 
This is a very real and valid challenge (Langworthy, 1975, 
p. 45). 
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Other top executives saw the challenge in a less positive light. 
We're in business, and everything we do is to make profit. 
I'm not rushing out to hire a director of consumer affairs 
because, frankly, I'm not convinced that it would accom-
plish anything •.. Talking to consumer representatives 
would just be wasting their time and ours ("Corporate 
Clout For Consumers", 1977, p. 148). 
Although the rise of consumerism has prompted many firms to form 
consumer affairs departments, many such moves were regarded as public 
relations ploys ("Corporate Clout For Consumers", 1977). Consumer 
affairs departments were a part of the corporate structure in name and 
on paper only. It is possible the consumer affairs professionals, 
themselves·, may' have also be a factor contributing to the lack of 
integration into the total corporate picture. Fitzgerald suggests 
that "because there are few CAPs specifical1y training for their pro-
fess ion . persons from various disciplines are often hired to 
fulfill the CAP function" ( 1979, p. 49). 
In a lot of companies, customer service management is little 
more than a white-collar janitorial job that calls for clean-
up somebody else's mess ••.. That's no way to run a business 
(Blanding, 1978, p. 98). 
Good consumer affairs departments have been built over time and 
from a combination of approaches. When asked if consumers are too 
demanding, Chrysler's Hazelroth said, "I think people expect quality. 
They want full value for the dollar--so do you and I. But, on the 
whole, they're pretty reasonable" (Skolnik, 1975, p. 22). The Arm-
strong Corporation has felt that complaint letters "contain a pile of 
information" and has seen the complaints function of the business as 
an opportunity rather than a problem (Skolnik, 1975). 
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When Joseph B. Danzansky, president of Giant Food, Inc., hired 
Peterson (President Johnson 1 s special assistant for consumer affairs), 
11 his peers wondered if he 1 d 11 flipped 11 ·( 11Joseph B. Danzansky 11 , 1974). 
However, he said, 11 We had decided that consumerism was here to stay, 
and its premises were valid. We had decided to go the whole way .. 
C'Joseph B. Danzansky", 1974, p. 53). Giant Food has not been damaged 
by Danzansky 1 s decision. In fact, they have enjoyed tremendous re-
turns in the past few years. Much of this success might be a reflec-
tion of Danzansky 1 s attitude toward consumers: 
... if we aren 1 t interested in the consumers, then, 
damn it, we shouldn 1 t be in the retail business trying 
to sell consumers. If we are interested, we ought to 
hear what they have to say. And if what they say is 
right, we should do something about it ... I don 1 t 
consider myself a professional manager. I consider 
myself a professional human being ("Joseph B. Danzansky 11 , 
197 4' p. 60). 
The development of consumer affairs departments has taken time, 
effort, and commitment. In a recent survey of business asking why 
they were setting up consumer affairs departments, the word most 
frequently replied was 11coordi nati on 11 (Bl um, Stewart, and Wheatley, 
1974). Potentially, persons in the consumer affairs departments have, 
or should have been, interacting with departments concerned with pro-
duct design, packaging, quality control, dealer relations, pricing, 
legal services, warranty development, delivery, advertising, marketing 
research, public relations, credit, service and others. It is criti-
cal that the department heads of existing departments have not felt 
threatened and yet consumer affairs department heads have had access 
to other areas when necessary (Blum, Stewart, and Wheatley, 1974). 
II 
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In order to accomplish an expanded role within the corporation, 
St. Marie (1977) suggests five areas of potential for the profession, 
one of which is to recognize that 11decisions and changes are hardly 
ever accomplished through orders issued from the top 11 {p. 19). Burris, 
consumer affairs director, Wegmans Food Markets (Rochester, N.Y.), 
told Supermarketing, "It's important to have access to the point where 
decisions are made, and this may be outside committees" (Love, 1975b, 
p. 4). Whether the working relationships are inside or outside the 
corporate structure, top management backing has proven to be essential 
to the performance of the consumer affairs job. Several consumer af-
fairs directors have expressed dissatisfaction with their lack of 
authority and access to necessary information: 
I am valued by ten percent of top management and the rest 
look on my activities as a nuisance. 
We're asked to handle problems, but we're not involved in 
the decision-making. It's a joke. 
I'm not contributing any input into decision-making and 
in order to have more than just token position there 
should be input from consumer affairs (Love, 1975b, p. 4). 
Hise, Gillet, and Kelly, (1978) in an attempt to isolate the 
frustrations of the consumer affairs department, mailed questionnaires 
to a broad spectrum of consumer affairs professionals. They found 
major frustrations to be concerned with: cooperation with other 
departments within the firm; relations with outside groups; getting 
a fair share of the company's resources; low status; and lack of 
authority. These researchers felt that in view of their findings 
that they could not conclude that consumer affairs departments, and 
their top people, have yet achieved the degree of impact on their 
firms' operations that indicated a deep underlying commitment to 
consumers (Hise, Gillet, and Kelly, 1978). Top on their list of 
recommendations was that: 
Top management needs to reaffirm its commitment to the con-
sumer affairs effort by establishing a supportive climate 
in the firm for consumer affairs executives and staff. 
This supportive climate needs to be strongly expressed 
throughout the organization (Hise, Gillet, and Kelly, 1978, 
p. 25 ) . 
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Ms. Judge, consumer affairs consultant, listed several steps she 
feels should be taken in order to pave the way for a new consumer 
affairs job. Many of these steps would eliminate dissatisfactions 
expressed by many consumer affairs professionals. These steps in-
elude: 
1. Detennining the position of the consumer affairs 
director within the company. 
2. Specifying goals and objectives for the post. 
3. Establishing a budget. 
4. Creating a written job description. 
5. Setting up a planned orientation program. 
6. Conducting employment interviews with specific 
criteria in mind (Love, 1976d, p. 43). 
Following these six steps would create a direction for both man-
agement and the new consumer affairs professional coming on board. 
As one consumer affairs director said, 11 Management feels I should 
be aware of everything going on so I can do my work better 11 (Love, 
l975a, p. 4). 
Hise, Gillet and Kelly (1978) upon the completion of their study 
listed several other recommendations which they felt were necessary 
in establishing and maintaining an effective consumer affairs depart-
ment: 
1. Top management needs to reaffirm its commitment to 
the consumer affairs effort by establishing a suppor-
tive climate in the finn ••.. needs to be strongly 
expressed throughout the organization. 
2. A fonnal mechanism needs to be instituted to ensure 
coordination and cooperation between consumer af-
fairs and other areas of the firms. 
3. Consumer affairs budgets should be critically re-
viewed in tenns of an expanded role for consumer 
affairs. 
4. Much of the handling of the consumer complaints 
and inquiries and developing educational materials 
should be delegated to subordinates so that the top 
consumer affairs individual has more time for such 
significant internal areas as product safety, quality 
control, product design, and packaging and labeling, 
as well as important external relationships with con-
sumer groups, customer and legislative bodies. 
5. Full-time directors are required. 
6. The top consumer affairs person should report directly 
to the company's chief executive officer. 
7. Individuals appointed to direct the consumer affairs 
department should, if possible, have a consumer affairs 
background (p. 25). 
Summary 
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As indicated by this review of literature, the consumer affairs 
position has just recently come into its own as an area for research 
and study. Only in the past four or five years have researchers 
begun to determine the position of the consumer affairs professional 
and the position of the consumer affairs department within the cor-
porate structure. There is no indication, following an extensive 
INFORM and ERIC computer search, that the interactions of these per-
sonnel and positions with other management have been investigated. 
Adam Smith promoted a laisse faire economic structure in which 
the needs of the consumer were to be met through fair and perfect 
competition. In this economy, Smith viewed the consumer as king 
(Heilbroner, 1972). Others, including Marx and Keynes, promoted 
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the ideas that capitalism as an economic structure could only survive 
through the intervention of a third party such as a government (Fus-
feld, 1966; Heilbroner, 1972). Government intervention into the eco-
nomic processes has come under criticism recently and persons such as 
Heyek have proposed that the ''tampering" of the government in the 
economy will cause it to crumble from the false supports from which it 
is built (Minard, 1980). 
Many authors pointed to the strength of the modern consumer in a 
changing marketplace (Dennis, 1975; Divita, 1978). The general public, 
i.e., the average consumer, has increased in the demands made on busi-
ness and industry. Activists have proven not to be as far removed 
from the g€neral public in their demands as business would.have liked 
to believe (McNamara, 1976; Love, 1975c). Business, in the past, 
has not reacted quickly and positively to the new demands placed upon 
them (Divita, 1978). Consumers have had to resort to increased gov-
ernment legislation which has not proven to be as effective in solving 
consumer problems as hoped (McNamara, 1976; Dennis, 1975). 
Consumer studies have shown the public has a basic mistrust of 
business ("The Consumer Confronts the Businessman", 1977; "Consumerism 
At The Crossroads", 1977). Business can no longer view consumer 
relations and consumer communications as a social responsibility 
included as an extra when profits are high. The "profit motive" is 
under fire from consumers C'The Consumer Confronts the Businessman", 
1977). Top management and business will need to view the consumer 
affairs position as a vital communication link between business and 
consumers ("Corporate Clout For Consumers", 1977; St. Marie, 1978). 
The commitment and atti.tude of top management is vital to the 
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development and operation of an effective consumer affairs department 
(Berry, Hensel and Burke, 1976). Some consumer affairs departments 
are only window dressing or public relations efforts. Other depart-
ments play a 11 catch-up 11 game trying to correct mistakes made in other 
areas of the corporation {11 Corporate Clout For Consumers 11 , 1977; 
Blanding, 1978). More effective consumer affairs departments have 
been established with commitment and dedication to serving the needs 
of the consumer (Skolnik, 1975). 
Several attempts have been made to determine the right mix of 
resources to establish a comprehensive and effective consumer affairs 
department (Hise, Gillet and Kelly, 1978; Blum, Stewart, and Wheatley, 
1974; Love, 1975c). The author is not aware of any studies which 
specifically studied the perceptions of the role of the consumer af-
fairs professional and the consumer affairs department by the person 
filling that position and the corporate executive officer. Each of 
the previous studies have laid groundwork about the structure of the 
department, duties of the position and department, reporting proce-
dures of the position and the department (Blum, Stewart, and Wheatley, 
1974). This study has attempted to determine the effectiveness of 
the consumer affairs position and the consumer affairs department by 
examining the perceptions of those persons in the positions and depart-
ments and their corporate executive officers. Chapter III discusses 
the research design and procedures used in the study. 
CHAPTER III 
RESEARCH DESIGN 
Type of Research 
This study was undertaken in order to gain insights into the vari-
ables of job input, job limitations and job satisfactions of the con-
sumer affairs professional in business. In order to fully assess these 
variables, information was gathered from persons filling positions as 
consumer affairs professionals in corporations and corporate executive 
officers who supervise their work. The nature of the data to be col-
lected suggested the survey research technique was most appropriate. 
Johnson (1959) suggests the use of the survey method of research to 
detect associations between factors in a population and finds the sur-
vey method most suitable to examine situations in detail. 
Selection of the Population and Sample 
The population upon which this study was based consisted of all 
the consumer affairs professionals employed in business and industry 
in the United States who are members of the Society of Consumer Affairs 
Professionals (SOCAP) and their corporate executive officers. There 
were an estimated 434 consumer affairs professionals employed in mana-
gerial capacities and in SOCAP at the time of the study. The sample 
included every consumer affairs professional listed in the SOCAP mem-
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bership list as of June, 1979. Full members of this existing organi-
zation with managerial responsibilities, as determined by their job 
titles, were deemed to meet the requirements of a consumer affairs 
professional for the purposes of this study. A purpose of membership 
in SOCAP as defined by the bylaws (SOCAP, 1978a) of the organization 
is to "define and advance the consumer affairs profession 11 (p. 14). 
Members awarded full standing as a consumer affairs professional must be 
be employed in the business world with job responsibilities in the 
areas of consumer affairs. These professionals may also be employed 
by trade associations. Other interested persons (faculty, students, 
etc.) may become associate members. 
From the membership lists of SOCAP the corporations were divided 
into four categories: Manufacturing; Retail; Service; and Utilities. 
Each of the four categories was subdivided when a wide diversity in 
types of corporation was evident; i.e.: 
Manufacturing: Chemical, Drug, Energy, Food, and Products 
Service: Financial, Insurance, Transportation, and other 
Utilities: Telephone, Gas, and Electric 
Each firm was assigned to one category by a committee consisting of 
the researcher and two educators, one of whom is an associate member 
of and has worked for several years with SOCAP. 
Each firm was assigned a code which represented the type of cor-
poration, the particular firm and the consumer affairs professional, 
(1), or the corporate executive officer,(2). An example of a code 
number would be 1-4-005-1 which represents a manufacturing company 
in the area of foods with the individual company number of 005 and 
the CAP reporting. 
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Names of the corporate executive officers were obtained from each 
consumer affairs professional. As the surveys were sent to each con-
sumer affairs professional, a postcard was enclosed asking that person 
to identify the corporate executive officer who was responsible for 
the consumer affairs department in their corporation. As the postcards 
were returned, a questionnaire was mailed to each corporate executive 
officer. 
Questionnaires were mailed to 434 consumer affairs professionals 
and 106 questionnaire postcards were returned with addresses of corpor-
ate executive officers. From this return mailing, 94 questionnaires 
were mailed to the corporate executive officers. From these totals, 
51 useable questionnaires were obtained from the corporate executive 
officers. These figures represent a 24 percent return by the consumer 
affairs profess i ona 1 s and a 54 percent return by the corporate execu-
tive officers. The return percentages represent total figures of re-
turned questionnaires from original and follow-up mailings to both the 
consumer affairs professionals and the corporate executive officers 
(see Table I). 
Data Co 11 ecti on 
Two instruments were developed by the researcher. The consumer 
affairs professional (CAP) questionnaire was used to collect infor-
mation concerning job input, job limitations, and job s~ti~factions 
as perceived by the CAP. The corporate executive officer (CEO) 
questionnaire was used to collect information about the position of 
the CAP as perceived by the CEO in the same areas of job input, job 
limitations and job satisfactions. 
TABLE I 
QUESTIONNAIRES MAILED AND RETURNED 
Sample Number Percent 
Consumer Affairs Professionals: 
Questionnaires mailed 
Questionnaires returned 
Non-respondents 
Corporate Executive Officers; 
Questionnaires mailed 
Questionnaires returned 
Non-res pendents 
434 
106 
328 
94* 
51 
43 
*Twelve CAPs did not return information for mailing to 
their CEOs. 
Development of Instruments 
CAP Confidential Questionnaire 
100 
24 
76 
100 
54 
46 
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This instrument consisted of four parts (Appendix A). Part I 
consisted of the identification of job functions which the CAP deter-
mined to have the greatest and the least input into the corporate 
decision-making process. The nine job functions for this list were 
compiled from a review of literature which defined the functions of 
the consumer affairs position (Hise, Gillet, and Kelly, 1978; Blum, 
Stewart, and Wheatley, l974; 11 Corporate Clout For Consumers", 1977; 
and Johnston, 1979). 
Part II listed job limitations of the CAP position and these 
items were checked as the most limiting aspects and the least limiting 
aspects of the job. The nine job limitations were chosen from pre-
vious consumer affairs studies (Hise, Gillet, and Kelly, 1978). 
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Part III of the questionnaire comprised a list of statements per-
taining to the job satisfactions of the CAP. These statements were 
taken from previous studies (Hise, Gillet and Kelly, 1978) and modi-
fied for the study. Each of the 11 statements was rated on a scale 
from "Strongly Agree" (1) to "Strongly Disagree" (5). 
Part IV consisted of demographic data such as age, sex, positions 
held currently and in the past, and educational background. In addi-
tion to answering the questions, each CAP was asked to define the con-
sumer affairs mission in the organization and to enclose an organiza-
tional chart and a job description of the consumer affairs position 
which he or she currently occupied. 
As noted, the survey was adapted from the Hise, Gillet, and Kelly 
study (1978). The instrument was then administered to eight selected 
members of SOCAP as a pilot test. Suggestions were accepted from 
these eight members concerning wording and clarity of instrument. 
The instrument was then submitted to the doctoral committee of the 
researcher and a marketing research consultant. This committee exam-
ined the instrument and offered numerous suggestions. Three changes 
and suggestions were incorporated. 
CEO Confidential Questionnaire 
This instrument also consisted of four parts and the CAP ques-
tionnaire. Part I consisted of job function questions. The CEO 
was instructed to check the job functions of the CAP that influenced 
corporate decision-making. Part II consisted of the same list 
of job limitations as identified on the CAP questionnaire. The CEO 
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of job limitations as identified on the CAP questionnaire. The CEO 
was asked which limitations were most limiting and least limiting to 
the CAP. Part III asked the CEO to rank on a scale ranging from 
11 Strongly Agree 11 (1) to 11 Strongly Disagree 11 (5), the job satisfactions 
of the consumer affairs position. Part IV consisted of demographic 
data ahout the CEO, i.e., age, sex, length of time with the company, 
etc. In addition to answering the questions, the CEO was also asked 
to define the mission of the consumer affairs department in the firm 
and enclose an organizational chart noting both the position of the 
CAP and the CEO. In each of the parts of the questionnaire developed 
for the CEO, top management was asked not to try to 11second-guess 11 
what the CAP answered but rather to answer viewing the position from a 
supervisory capacity. This instrument was also submitted to the doc-
toral committee of the researcher and a marketing research consultant. 
This committee examined the instrument and added suggestions, and 
these changes were incorporated into the instrument (Appendix B). 
Cover letters explaining the purpose of the study and asking for 
the individual's cooperation accompanied each CAP questionnaire and 
each CEO questionnaire (Appendix A and B). An explanation of the cod-
ing was given to assure anonymity of data collected. Each CAP knew 
that the CEO was also being contacted as the CAPs suggested the names 
of the CEOs. Each CEO was told how his or her name was obtained and 
that the CAP was participating in the study. Instructions were given 
in the letters for each person to complete their questionnaires inde-
pendently. 
Follow-up procedures included a second mailing to the consumer 
affairs professionals who did not initially respond. This second 
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mailing again included a cover letter, the CAP curvey, and a card to 
be returned with the name of the appropriate CEO. As the cards were 
returned, the surveys were mailed to the appropriate CEO. Follow-up 
to the CEOs included a cover letter and a CEO questionnaire. 
Analysis of Data 
Responses to the items on the two instruments were coded and the 
data were keypunched on computer cards. The Statistical Analysis 
System (SAS) programs were used for analysis of the data. The proba-
bility of .05 was used as the criterion for significance. 
Frequency tables, showing the number of times an event occurred 
in the data, were prepared in order that characteristics of the sample 
might be reported. Data regarding the job functions which provided 
the most input and the least input to corporate decision-making, and 
job limitations which were perceived as the most limiting and the 
least limiting factors in job performance were summarized through the 
frequency tables. A modified random block analysis which is commonly 
known as a modified Friedman analysis (Claypool, 1975) was used in 
testing hypotheses statements for job functions and job limitations 
along with the test for equality of two proportions. The purpose of 
a randomized block design is to make comparisons within blocks of 
relatively homogeneous experiental material (Mendenhall/Reinmuth, 
1978). The Chi-Square analysis was used to test the hypothesis state-
ment concerning job satisfactions. 
CHAPTER IV 
ANALYSIS OF DATA 
This study was designed to observe and compare role perceptions 
of the consumer affairs professional position as viewed by the person 
filling that position and the corporate executive officer supervising 
that position. 
Surveys were mailed to a total of 424 consumer affairs profes-
sionals (CAPs) and 94 corporate executive officers (CEOs). Names of 
the CAPs were chosen from the membership list of the Society of Con-
sumer Affairs Professionals and names of the CEOs were obtained from 
each CAP as s/he mailed in the name and position of his/her particular 
reporting officer. A total of 106 useable surveys were returned by 
the CAPs representing a 24 percent response and a total of 51 useable 
surveys were received from the CEOs representing a 54 percent response. 
Although 106 CAPs responded to the survey, 12 of these respondents 
asked that their CEOs not be contacted to participate in the survey, 
therefore, leaving a total of 94 CAP responses for use in analysis. 
Procedures for the survey data collection included mailing a 
cover letter, a survey, and a post card to be returned with the name 
of the CEO. When either the questionnaire or post card were received, 
a letter and survey were mailed to the named CEO. Both the CAP and 
the CEO from a firm were told that the other was participating in the 
study. Each of these respondents were asked to complete their surveys 
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independently of the other. It was interesting to note a few respon-
dents who completed the survey and took time to add special comments 
requesting their CEO not be contacted. Some of them gave reasons for 
their request, others did not. This type of response may indicate a 
lack of communication and/or commitment between the consumer affairs 
department and top management. It is possible that the very low 
response rate among the CAPs (24 percent) could be attributed to the 
fact that many CAPs were not comfortable in asking their CEOs to 
respond and therefore did not respond themselves. 
Each of the initial mailings to the CAPs and the CEOs were fol-
lowed up with a second mailing. Relatively few responses were received 
from the second mailing. It is possible that CAPs either responded 
immediately to the survey, or decided not to respond, and a second 
mailing did not affect their original decision. 
The high response rate of the CEOs (54 percent) may be due to 
the previously mentioned co!TITlunication pattern between the consumer 
affairs department and management. Since the CAP provided the name 
of the CEO, and the CEO was given this information in a cover letter, 
the initiative to respond was stronger. This type of communication 
may have biased the data received in that only the stronger consumer 
affairs/management communication combinations responded to the survey. 
It should be noted that possible areas of conflict between consumer 
affairs departments and top management may not be reported or dis-
covered in this study due to the fact that departments with conflict-
ing goals and objectives may not have chosen to participate. 
A complete analysis of the Consumer Affairs Professional Ques-
tionnaire and the Executive Questionnaire will be discussed in this 
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chapter. Hypotheses addressed include: perceptions of the most and 
least input to each job function, perceptions of each of the most and 
least limiting job factors, and ranking of job satisfactions. In 
each instance these perceptions of the consumer affairs position were 
obtained from the person filling that position (CAP) and the person 
managing that position (CEO). 
Analyses used for testing the data included: frequency tables 
of the responses of the CAPs and the CEOs proportionally as individual 
groups and as CAP/CEO pairs, to determine job functions and job limi-
tations; the modified Friedman analysis to determine a preference in 
ordering of job functions and limitations; and tests for equality of 
proportions for job functions, limitations and satisfactions. The 
Statistical Analysis Systems programs (SAS) were used and the proba-
bility level of .05 was used as the criterion for rejection of an 
hypothesis. 
Job Functions 
Hypotheses I and II explored the job functions of the CAP which 
were determined to give the most input and least input into the con-
sumer affairs position. These hypotheses were: 
Hypothesis I: For each item characterized as a job func-
tion of the consumer affairs professional, there will be 
no significant difference in proportions of CAPs and CEOs 
who perceive each item as giving the most input into cor-
porate decision-making. 
Hypothesis II: For each item characterized as a job func-
tion of the consumer affairs professional, there will be 
no significant difference in proportions of CAPs and CEOs 
who perceive each item as giving the least input into cor-
porate decision-making. 
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Table II shows the percentage responses for the nine selected 
job functions. Respondents were asked to identify the three functions 
they perceived to have the most input and the three job functions they 
perceived to have the least input. Respondents were asked not to mark 
the three remaining items which were intermediate in the degree of in-
put. Therefore, responses in Table II show M for responses determined 
to have the most input, responses were noted L for least input, and N 
for intermediate or neutral input and no mark was placed by that item. 
The frequency counts are included in Appendix C. For this portion of 
the analysis, a total of 94 CAP respondents and 51 CEO respondents 
were used in the individual analysis. A total of 31 matched CAP/CEO 
pairs wer~ used for the paired analysis. 
In Table II, each hypothesis was applied to each item. As an 
example, when Hypothesis I was applied to Item A, comparisons of the 
percentage of proportions showed CAPs with 11 percent for most input, 
and CEO with 6 percent; CAPS with 53 percent for least input and CEOs 
with 55 percent. As can be seen by examining each item in Table II, 
none of the items appeared to be significant when the test for equal-
ity of proportions were performed on the data. Since none of the 
items showed a significant difference between the proportions of CAPs 
and CEOs, the null hypothesis cannot be rejected for any item concern-
ing job functions of the consumer affairs professional. 
It is interesting to note the lack of significant differences 
between the CAPs and CEOs concerning job functions. This similarity 
in defining duties may be due to the fact that the CAPs who have well 
defined positions and good communication with management are the CAPs 
who were willing to participate in the study. 
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TABLE II 
INDIVIDUAL PERCENTAGE JOB FUNCTIONS 
Job Function CAP CEO 
M L N M L N 
A. Analyzing advertisements 11 53 36 6 55 39 
B. Processing consumer 
inquiries 65 11 24 78 6 16 
c. Influencing product safety 15 39 46 14 35 51 
D. Presenting consumer view 
to management 70 5 24 64 3 33 
E. Handling consumer complaints 72 10 18 82 0 18 
F. Exchanging with government 
and business 17 38 45 18 41 41 
G. Influencing product design 11 46 44 10 53 37 
H. Developing federal/state 
legislation 4 76 20 0 90 10 
I. Developing consumer education 
programs 35 22 43 29 16 55 
M = most input; L = least input; N = neutral or intermediate 
input. Job Function figures include a total of 94 CAP responses 
and 51 CEO responses. 
The modified Friedman Analysis was used to test the hypothesis 
that there is no difference in the degree of input the nine functions 
contribute to corporate decision-making as perceived by CAPs and 
then by CEOs. This was a type of modified random block analysis. 
Table III shows a probability value for the job functions of the CAPs 
of 0.0001 and for the CEOs of 0.0001; therefore the null hypothesis 
that all functions have equal weights must be rejected at the .05 
level of significance for both the CAPs and the CEOs. Hence, the 
percentage given in Table II for the category of most input gives an 
estimation of ranking of importance to corporate decision-making. 
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TABLE III 
MODIFIED FRIEDMAN TEST FOR FUNCTION IMPORTANCE 
Degrees An ova 
of Sum of F Prob-
Freedom Squares Value ability 
Dependent Variable: Importance 
CAP - Functions 8 256.0851 48.02 0.0001 
CEO - Functions 8 197. 9607 47 .12 0.0001 
Data is based on the analysis of 94 CAP responses and 51 CEO 
responses. 
Only items B, D, and E (Table II) were perceived by more than 
50 percent of the CAPs and CEOs to give the most input to the decis-
ion-making process. Item E (Handling consumer complaints) was deter-
mined by both CAPs and CEOs to have most input to the decision-making 
process. However, Items B (Processing consumer inquiries); and Item 
D (Presenting consumer view to management) were slightly above the 
50 percent figure. Items showing large percentages concerning the 
least input to corporate decision-making processes may be interesting 
for consumer affairs professionals or those persons considering this 
profession. Only Item H (Developing federal/state legislation) proved 
to have a larger percentage over 50 percent for least input into the 
decision-making process. Items A (Analyzing advertisements) and G 
(Influencing product design) centered around the 50 percent figure. 
This analysis of the various job functions of the consumer 
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affairs professionals confirmed findings of earlier studies (Hise, 
Gillet and Kelly, 1978; Blum, Stewart and Wheatley, 1974) that the 
major function of the consumer affairs professional and the consumer 
affairs department is handling consumer complaints and answering con-
sumer inquiries. Consumer affairs professionals may wish to note the 
contrast of Item D (Presenting consumer view to management) in this 
study and other studies. It may be that this particular study 
attracted only those professionals who did, in fact, represent the 
consumer view to management due to good communication networking. This 
particular bias is, of course, impossible to determine. 
Of those factors which the CAP had the least input, it is inter-
esting th~ large percentage of responses to Item H (Developing fed-
eral/state legislation). Since business and industry do greatly im-
pact the development of legislation, future studies might be designed 
to determine which departments in the corporation perform this func-
tion. It may be that the consumer affairs department was working with 
other departments such as government relations or corporate planning 
but did not see this crossover function as an integral part of the 
consumer affairs department. It is possible that the consumer affairs 
department, in fact, does not participate in the legislative activi-
ties of the corporation as is reflected in the analysis. 
A paired analysis was performed on those CAPs and CEOs in the 
same company who both returned useable questionnaires. These answers 
were compared by matching the responses of each pair from the same 
corporation. A total of 31 paired CAP/CEO responses were contained 
in the data and examples of the information obtained are contained 
in Table IV. Table IV gives an example of an item (Item E - Handling 
(CAP) 
Most 
Least 
Intermediate 
Total Pairs 
TABLE IV 
GREATEST PERCENTAGE OF AGREEMENT OF CAP/CEO 
PAIRS FOR JOB FUNCTION 
(CEO) Most Least Intermediate 
25/80.6% 0/0.0% 1/3.2% 
l /3. 2% 0/0.0% 0/0.0% 
2/6.5% 0/0.0% 2/6.5% 
31/100% 
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consumer complaints) for which the largest percentage of CAP/CEO pairs 
were in agreement in their perception of the most input to corporate 
decision-making. 
In Table IV, a total of 27 of 31 CAP/CEO pairs marked identical 
answers, (i.e., 25 + 2 = 27). This would also indicate that 25 of 
the 27 pairs marked this item as giving most input to the corporate 
decision-making process. The Chi-Square analysis was determined not 
to be valid since there were small numbers of frequencies in several 
cells. 
Job Limitations 
The second section of the survey investigated aspects of the 
consumer affairs position which the CAP and CEO perceived to be the 
most limiting and the least limiting in performance of duties. 
The hypotheses were stated as follows: 
Hypothesis III: For each item characterized as a limiting 
factor of the consumer affairs position, there will be no 
significant differences between the proportion of CAPs and 
CEOs who perceive each factor as most limiting. 
Hypothesis IV: For each item characterized as a limiting 
factor of the consumer affairs position, there will be no 
significant differences between the proportion of CAPs and 
CEOs who perceive each factor as least limiting. 
Frequency tables showing most and least limiting factors as 
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the CAPs and CEOs responses were analyzed are summarized in Table V. 
As in the case of the job function portion of the survey, res-
pendents were asked to check the three most limiting factors of the 
CAP position, the three least limiting factors and leave the remain-
ing three unmarked noting intermediate or neutral limiting factors. 
Each item concerning job limitations was specifically tested with 
each hypothesis. In each case, proportions of the CAP responses and 
the CEO responses for each response were compared for significant 
differences. 
Table V shows that only one item, Item C (Unclear job evaluation 
procedures) was significant when the test for equality of proportions 
was performed on the data. Since only Item C showed a significant 
difference between the proportions of CAPs and CEOs, the null hypo-
thesis is rejected only for Item C. 
The modified Friedman analysis was used to determine the signi-
ficance of ranking of job limitations (Table VI) just as it was used 
to rank job functions. The null hypothesis stated that all limiting 
factors would have equal weights in the ranking or ordering process. 
The significance level of .05 was used. 
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TABLE V 
INDIVIDUAL PERCENTAGE JOB LIMITATIONS 
Job Limitations CAP CEO 
M L N M L N 
A. Unclear authority 30 54 16 25 49 25 
B. Unrealistic work load 46 22 32 35 31 33 
c. Unclear job evaluation 
procedures 23 29 48 12 49 39 
D. Insufficient information 34 24 41 43 29 27 
E. Unending consumer complaints 29 31 40 29 29 41 
F. Indefinite responsibilities 30 41 29 25 43 31 
G. Uncertain promotion oppor-
tuniti es 30 32 38 33 16 51 
H. Lack of inter-departmental 
cooperation 39 34 27 49 27 24 
I. Company interest vs. 
consumer interest 39 32 29 47. 35 18 
M =most limiting; L =least limiting; N = Neutral or inter-
mediate. Analysis included a total of 94 CAP responses and 51 CEO 
responses. 
TABLE VI 
MODIFIED FRIEDMAN TEST FOR JOB LIMITATIONS 
Degrees An ova 
of Sum of F Prob-
Freedom Squares Value ability 
Dependent Variable: Degree of Limitation 
CAP - Factor 8 18.7517 2.38 0.0156 
CEO - Factor 8 18. 6144 2.39 0.0159 
Data is based on the analysis of 94 CAP responses and 51 CEO 
responses. 
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Since the probability values of 0.0156 and 0.0159 are less than 
the accepted level of .05, the null hypotheses must be rejected. 
Therefore, percentages listed in Table V provide an estimated ranking 
of importance for those items perceived to be most limiting to the 
consumer affairs position. 
Items included in the most limiting categories were Items B 
(Unrealistic work load), H (Lack of inter-departmental cooperation), 
and I (Company interest vs. consumer interest). It is interesting to 
note the difference in percentages concerning Item B (work load) be-
tween the CAP (46 percent), and the CEO (35 percent). The last two 
items, Item Hand Item I, also show a fairly wide spread in percent-
ages between the CAP and CEO. Item H (Lack of cooperation) shows the 
CAP with 39 percent as most limiting and CEOs with 47 percent most 
limiting. Item I (Company vs. consumer interest) shows the CAP with 
39 percent and the CEO with 47 percent most limiting. These particu-
lar items and the differences in percentages may show a lack of com-
munication between the consumer affairs professional and the consumer 
affairs department and top management. Since these factors are not 
high percentages, none of these factors appear to be severely limit-
ing the consumer affairs professional in job perfonnance. Item D 
(Insufficient infonnation) is seen as more limiting by the CEOs (43 
percent) than by the CAPs (34 percent). This is the only factor 
the CEOs detennined to be more limiting than the CAPs. 
The least limiting factor seems to be Item A (Unclear authority) 
with CAPs reporting 54 percent and CEOs reporting 49 percent. Along 
with this is Item F (Indefinite responsibilities) with the CAPs re-
sponding 41 percent and the CEOs 43 percent. This analysis supports 
the job function analysis in that the consumer affairs professional 
and the consumer affairs department is perceived to have only one 
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particular, i.e., well defined, job to do. Other tasks and reporting 
procedures seem to remain unclear or uncertain in many companies. 
A paired analysis was perfonned on the job limitation data as was 
performed on the job function information. The job limitation data 
was obtained from the 31 paired CAP/CEO responses obtained from those 
CAPs and CEOs in the same company who both returned useable question-
naires. Table VII gives an example of the largest number of CAP/CEO 
pairs in agreement of their perception of an item, i.e., Item H. 
Most 
Least 
Intermediate 
TOTAL 
TABLE VII 
GREATEST PERCENTAGE OF AGREEMENT OF CAP/CEO 
PAIRS FOR JOB LIMITATION H 
Most 
10/32.2% 
6/19.3% 
2/6.5% 
Least 
3/9.7% 
1/3.2% 
3/9.7% 
Intennediate 
2/6.5% 
3/9.7% 
1/3.2% 
31/100.0% 
In Table VII, a total of 12 out of 31 CAP/CEO pairs marked the 
identical responses, i.e., 10 + 1 + 1 = 12). A total of 10 out of 31 
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or 32 percent marked most limiting for this particular item. The 
Chi-Square analysis was, as with the job function analysis, not con-
sidered due to the small number of frequency counts in many cells. 
Job Satisfactions 
The third portion of the survey was designed to determine job 
satisfactions of the consumer affairs professional position through 
the use of a Likert Scale rating with responses ranging from Strongly 
Agree (1) to Strongly Disagree (5). Each item was ranked without re-
gard for other items in this section. For this analysis the entire 
94 CAP surveys were tabulated with the entire 51 CEO surveys. The 
frequency_percentage analysis of job satisfactions as determined by 
the CAPs is shown in Table VIII and the particular frequencies are 
given in Appendix E. 
As can be determined from Table VIII, most CAPs receive a great 
deal of satisfaction from knowing their job is important to the success 
of the organization (Item A); that there is opportunity to grow (Item 
B); and that the job utilizes a wide range of skills (Item C). It is 
interesting to note, however, that CAPs feel less strongly that their 
particular skills and training are utilized in the position (Item J). 
Areas of satisfaction which CAPs indicated as undecided or dis-
agree were Item D (the opportunity for future advancement in the 
organization); Item F (Viewed as important by others in the organiza-
tion); Item H (Viewed as important by people outside the organiza-
tion); and Item I (Job is very challenging). A possible contradiction 
is noted concerning the opportunity to grow (Strongly Agree 38 percent 
and Agree 40 percent) in comparison ·to the question about opportuni-
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TABLE VI II 
PERCENTAGE JOB SATISFACTIONS AS RANKED BY CAPS 
SA A u D SD 
A. Work is important to the success of 
the organization. 46 46 6 2 0 
B. Job provides the opportunity to grow. 38 40 13 6 3 
c. Job allows the utilization of a wide 
range of skills. 53 37 3 6 l 
D. Job provides the opportunity to pre-
pare for future advancement in the 
organization. 13 39 28 14 6 
E. Job allows the setting of goals/ 
objectives. 31 51 10 6 2 
F. Job is viewed as important by employees 
working in other areas of the organiza-
ti on. 12 47 26 13 2 
G. Job provides a sense of accomplishment. 36 50 9 4 l 
H. Job is viewed as important by people 
outside the organization. 26 53 18 3 0 
I. Job is very challenging. 45 34 10 10 
J. Job allows the utilization of a full 
range of his/her educational training 
and previous work experience. 33 35 14 12 6 
SA = Strongly Agree; A = Agree; U = Undecided; D = Disagree; 
SD = Strongly Disagree. 
ties for future advancement within the organization (Strongly Agree 
13 percent, Agree 39 percent, Undecided 28 percent, and Disagree 14 
percent). It is possible that the consumer affairs position is seen 
as important to the organization and could potentially be expanded 
but is not presently seen as a stepping stone to a higher position. 
This limited growth perception of the position is reinforced by the 
limitation factors discussed earlier of lack of importance of the 
position by others within the company and those outside the firm. 
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The lack of job challenge may also be reflective of a "dead-end'' 
position. The two items with the largest percentage of "disagree to 
strongly disagree responses" concerned future advancement (Item D) 
the position being viewed as important by others in the organization 
(Item F). Item D had 20 percent Disagree to Strongly Disagree and 
Item F had 15 percent Disagree to Strongly Disagree. These items may 
lend support for one of the limitation factors of lack of inter-
departmental cooperation. 
Table IX gives a summary of responses of the CEOs concerning job 
satisfactions of the consumer affairs position. Percentages are re-
ported in this table and frequency information is contained in Appendix 
E. 
The CEOs were, to some extent, in agreement with the job satis-
factions determined by the CAPs especially Item A (Work is important 
to the success of the organization). Several other items were scored 
similar to the CAPs such as Item C (Utilizes a wide ranq~ of skills); 
Item E (Setting goals/objectives); Item G (Provides a sense of accom-
plishment); Item I (Job is challenging) and Item J (Allows the utili-
zation of education experience and background). Interesting, however, 
are the areas which are not viewed as job satisfactions by both the 
CAP and the CEO. These items include: Item B (Opportunity to grow); 
Item 0 (Opportunity for future advancement); and Item H (Viewed as 
important by people outside the organization). Since both the CAP 
and CEOs have identified these particular areas as not providing 
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TABLE IX 
PERCENTAGE JOB SATISFACTIONS RATED BY THE CEOS 
SA A u D SD 
A. Work is important to the success 
of the organization. 54 40 6 0 0 
B. Job provides the opportunity to 
grow. 14 57 16 11 2 
c. Job allows the utilization of a 
wide range of skills. 30 63 3 4 0 
D. Job provides the opportunity to 
prepare for future advancement 
in the organization. 9 49 23 16 3 
E. Job allows the setting of goals/ 
objectives. 27 59 11 3 0 
F. Job is viewed as important by 
employees working in other areas 
of the organization. 15 50 26 9 0 
G. Job provides a sense of accomplish-
ment. 25 65 6 3 0 
H. Job is viewed as important by people 
outside the organization. 29 52 19 0 0 
I. Job is very challenging. 39 53 6 2 0 
J. Job allows the utilization of a 
full range of educational train-
ing and previous work experience. 27 54 12 7 0 
SA = Strongly Agree; A = Agree; U = Undecided; D = Disagree; 
and SD = Strongly Disagree. 
satisfaction in the CAP position, this may be an area for further 
study. 
The hypothesis for the job satisfaction portion of the study 
were stated as follows: 
Hypothesis V: There will be no significant difference 
in the rating of each item related to job satisfactions 
as perceived by CAPs and CEOs. 
The frequency analysis presented in Tables VIII and IX shows 
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percentage differences in the ratings of job satisfactions of the con-
sumer affairs professional position. Based on this analysis, the 
stated null hypothesis may be rejected for Items 0, C, I and J only. 
Characteristics of the Sample 
Profiles of both the CAPs and the CEOs were developed in the 
study. Table X summarizes the demographic information gathered con-
cerning the CAPs and Table XI presents similar information concerning 
CEOs. 
The typical consumer affairs professional in this study seemed 
to be a woman with at least a college degree and in many cases more 
than four years of college. She was a business or liberal arts major 
in college and received consumer training through seminars and pro-
fessional meetings. The CAP reports a corporate executive officer, 
i.e., president, vice president, etc. The CAP is involved with the 
area of consumer relations for the corporation 100 percent of the 
time and she has been in this position for less than five years. The 
CAP was in her previous job less than five years also and was with 
the same company. The amount of experience and the time spent in 
these jobs could be areas of further study.since a great majority of 
TABLE X 
DEMOGRAPHIC CHARACTERISTICS OF THE CAPS 
Characteristic 
Job Title: 
Consumer Affairs Officer 
Customer Complaint Officer 
Customer Relations Officer 
Consumer Advocacy Officer 
Other 
Department Title: 
Consumer Affairs Department 
Customer Affairs Department 
Customer Relations Department 
Customer Complaint Department 
Other . 
Time Involved With Consumer Affairs: 
10% 
15% 
20% 
25% 
30% 
35% 
40% 
50% 
60% 
65% 
70% 
75% 
80% 
85% 
90% 
100% 
Report to: 
Chief executive officer 
(President, V. P., Corporate staff) 
Divisional General Management 
Marketing or Sales Executive 
Public Relations Executive 
Other 
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Percent 
22 
l 
22 
0 
54 
19 
13 
24 
1 
43 
3 
0 
5 
0 
3 
0 
3 
8 
4 
l 
l 
4 
l 
0 
l 
66 
28 
14 
17 
13 
29 
TABLE X (Continued) 
Cha racteri sti c 
Time As Chief Consumer Affairs Officer: 
Less than one year 
l - 5 years 
6 - l 0 years 
11 - 20 years 
Over 20 years 
Time In The Consumer Affairs Area: 
Less than one year 
1 - 5 years 
6 - 10 years 
11 - 20 years 
Over 20 yea rs 
Highest Level Of Education: 
High School Education 
l year of college 
2 years of college 
3 years of college 
4 years of college 
More than 4 years of college 
Major Area of Study: 
Business 
Liberal Arts 
Home Economics 
Law 
Consumer Areas 
Other 
No Answer 
Training Other Than College:* 
Yes 
No 
No Answer 
Vocational Technical School 
Workshops 
Seminars 
Professional Meetings 
50 
Percent 
19 
57 
18 
4 
l 
14 
51 
18 
13 
3 
5 
6 
9 
5 
38 
37 
29 
35 
19 
2 
1 
7 
7 
74 
21 
5 
9 
54 
70 
64 
Characteristic 
Previous Position: 
With this company 
With another company 
TABLE X (Continued) 
Previous Position Concerned: 
Sales 
Production 
Marketing 
Public relations 
Distribution 
Personnel Management 
Sec reta ri a 1 Work 
Other 
Time In Previous Position: 
Less than one year 
1 - 5 years 
6 - 10 yea rs 
11 - 20 years 
Over 20 yea rs 
Age: 
Under 30 
31 - 40 
41 - 50 
51 - 60 
Over 60 
Sex: 
Female 
Male 
51 
Percent 
69 
31 
6 
10 
13 
9 
4 
3 
10 
45 
10 
66 
15 
4 
4 
18 
31 
23 
18 
5 
66 
34 
*Question will have a total greater than 100% due to the nature 
of the question. 
TABLE XI 
DEMOGRAPHIC CHARACTERISTICS OF THE CEOS 
Characteristic 
Job Title: 
Chief Executive Officer 
Vice President 
President 
Chairman of the Board 
Other 
Department Title: 
Marketing 
Sales Division 
Public Relations 
Divisional Head 
Other 
Time Involved in Consumer Affairs: 
5% 
10% 
15% 
20% 
25% 
30% 
33% 
40% 
50% 
100% 
Report To: 
Chief Executive Officer 
Executive Vice President 
Chairman of the Board 
Other 
Time With the Present Employer: 
Less than one year 
1 - 5 years 
6 - 10 years 
11 - 20 years 
Over 20 yea rs 
Percent 
4 
49 
10 
1 
34 
16 
7 
7 
12 
57 
14 
25 
6 
13 
1 
3 
l 
5 
12 
10 
61 
28 
6 
6 
0 
29 
16 
16 
38 
52 
TABLE XI (Continued) 
Characteristic 
Time in Area of Consumer Affairs: 
Less than one year 
1 - 5 years 
6 - 10 years 
11 - 20 years 
Over 20 years 
Area of Consumer Affairs for Present 
Employer: 
Less than one year 
1 - 5 years 
6 - 10 years 
11 - 20 years 
Over 20 yea rs 
Previous Position: 
With this company 
With another company 
Previous Position Concerned: 
Sal es 
Production 
Marketing 
Public Relations 
Distribution 
Personnel Management 
Other 
Time in Previous Position: 
Less than one year 
1 - 5 years 
6 - 10 years 
11 - 20 years 
Over 20 yea rs 
Age: 
Under 30 yea rs 
31 - 40 
41 - 50 
51 - 60 
Over 60 
Percent 
7 
39 
16 
14 
10 
11 
51 
20 
10 
7 
73 
27 
14 
4 
22 
17 
3 
7 
32 
4 
52 
27 
13 
3 
3 
23 
29 
35 
6 
53 
54 
TABLE XI (Continued) 
Characteristic Percent 
Sex: 
Female 8 
Male 92 
the CAPs are fairly young. No particular area of the firm for depart-
ment location emerged in the findings and no particular areas to which 
to report emerged clearly from the data. Onlymarketing shows slightly 
higher percentage of places for the CAP to report. Marketing is also 
the area with slightly higher percentages of locations for the previous 
jobs of the CAPs. Information from respondents in this study did 
approximate findings of demographic characteristics in the 80 CAP 
National Job Salary Survey (SOCAP, 1978b). 
Overall characteristics of the CEOs in this study include that 
they are older males who report to top level management. They, typi-
cally, have been with the company 5 years or more and have been in-
volved with consumer affairs for most of that time. Over half of the 
CEOs were previously employed with the same company and were in their 
previous job for more than five years. Although the backgrounds seem 
to be varied, sales, marketing, and public relations stand out as the 
fields from which these CEOs have come. Many of these CEOs were at 
the vice presidential level in their companies. 
Interactions of CAPs who are largely female and CEOs, mostly 
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males, may have some effect on the interaction of the consumer affairs 
department with other departments. This particular characteristic, 
combined with the female CAPs being, on the whole, younger than the 
CEOs may affect corrmunication patterns also. Further studies may wish 
to devote additional time to the sex and age characteristics as it 
effects management strategies. 
Since the CAPs come from such diverse backgrounds and the CEOs 
seem to have more business-directed backgrounds, this may also affect 
communication patterns. This is another area which might be consid-
ered for further study. 
Chapter V will contain a summary of the study in its entirety. 
CHAPTER V 
SUMMARY AND RECOMMENDATIONS 
Summary 
Consumerism, as we know it, encompasses activities of government, 
business, independent organizations,and concerned consumers to protect 
and enhance the rights of consumers (Aaker and Day, 1978). The con-
sumer affairs movement of today has enjoyed widespread support from 
the general public as determined by studies and surveys ("The Consumer 
Confronts the Businessman 11 , 1977; "Cross roads of Cons umeri sm 11 , 1972). 
This rise in consumer consciousness and indications the movement will 
continue to gain strength, has prompted many companies to establish 
consumer affairs departments and hire consumer affairs professionals 
("Corporate Clout for Consumers 11 , 1977). 
A problem which is basic to the entire consumer affairs movement 
and the establishment of consumer affairs departments, however, is 
that 
... no one has yet clarified the areas in which the goals 
of the corporation, the employees and the consumer are con-
gruent, partly congruent and most incongruent (Blum, Stewart, 
and Wheatley, 1974, p. 18). 
The purpose of this study was to identify and analyze perceptions of 
the role of the consumer affairs positions by those professionals who 
fill them and by those who manage them. By comparing the two views, 
it was anticipated the role of both consumer affairs departments 
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within the corporate structure and the consumer affairs positions in 
those departments could be more clearly defined. Therefore, this 
study involved an analysis of perceived input to job functions~ job 
limitations, and job satisfactions by selected consumer affairs pro-
fessionals and their corporate executive officers. 
Surveys were developed for the consumer affairs professionals 
and the corporate executive officers concerning the most and least 
input into various defined job functions, the most and least limiting 
factors of the job, and job satisfactions. Infonnation concerning job 
functions, job limitations and job satisfactions was taken from stud-
ies by Hise, Gillet, and Kelly (1978) and Blum, Steward, and Wheatley 
(1974). Other infonnation in the survey concerned reporting proce-
dures, position of the department within the corporate structure and 
demographic information about the individual. 
Surveys were mailed in the spring of 1980 to a total of 434 
SOCAP members. Respondents were chosen from the membership lists of 
the Society of Consumer Affairs Professionals and the corporate offi-
cers were taken from the names returned by the CAPs. A total of 106 
useable CAP surveys were returned and 51 CEO surveys. 
Analysis for the Consumer Affairs Professional survey and the 
Corporate Executive Officer survey included frequency tables and a 
modified random block analysis conmonly known as a modified Friedman 
analysis. The Statistical Analysis programs (SAS) was used and the 
.05 probability level was used as the criterion for significance. 
Major Findings 
The first portion of the survey consisted of job functions which 
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CAPs and CEOs perceived, item by item, to have the most and least in-
put into the corporate decision-making process. Hypothesis I and 
Hypothesis II suggested that there was no significant difference be-
tween each job function perceived to have the most input and the least 
input by consumer affairs professionals and by corporate executive 
officers. Tests for equality of proportions were perfonned on the 
data and none of the items concerning job function input were deter-
mined to be significant. The modified Friedman analysis was used to 
determine the differences in the degree of input of each of the nine 
job functions as perceived by both the CAPs and the CEOs. A signifi-
cance level of .05 was used. Using this testing procedure, the null 
hypothesis that all functions have equal weights must be rejected for 
all nine job functions. Frequency tables did give an estimation of 
ranking of importance of the job functions to the corporate decision-
making process. Using this analysis, items concerning the handling of 
consumer complaints, processing consumer inquiries and presenting con-
sumer view to management seemed to show the most input to corporate 
decision-making. Those items showing the least input were developing 
federal/state legislation, analyzing advertisements and influencing 
product safety. A paired analysis using 31 CAP/CEO pairs from indi-
vidual corporations supported and items estimated as significant in 
the frequency analysis. 
The second portion of the survey detennined the most and least 
limiting factors of the consumer affairs position. The null hypoth-
eses (Hypothesis III and Hypothesis IV) stated there would be no 
significant difference between consumer affairs professionals and 
corporate executive officers in their perceptions of each of the 
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factors of the position detennined to be most limiting and least 
limiting. The test for equality of proportions was performed on the 
job limitation data. Since none of the items showed a significant 
difference for most limiting factors between the proportions of 
responses of CAPs and CEOs, the null hypothesis cannot be rejected 
for any item concerning most limiting factors of the consumer affairs 
professional. Only Item C was determined to be significant for least 
limiting, therefore the null hypothesis may be rejected only for this 
item concerning the least limiting factors of the consumer affairs 
position. The modified Friedman analysis was used to detennine the 
significance of ranking of job limitations just as it was used to rank 
job functi.ons. The null hypothesis stated that all limiting factors 
would have equal weights in the ranking process and the .05 signifi-
cance level was used. Testing showed that for all limiting factors 
the null hypothesis must be rejected. Frequency tables gave an esti-
mation of the importance of particular job limitations. Included as 
items determined to be the most limiting were unrealistic work load, 
lack of interdepartmental cooperation and company interest vs. con-
sumer interest. Items estimated to be the least limiting to the 
position of the CAP were unclear authority and indefinite responsi-
bilities. A paired analysis of matching CAP/CEO pairs from the same 
company also supported these estimated items as most limiting and 
1 east 1 i mi ti n g . 
The third portion of the survey asked CAPs and CEOs to react to 
satisfactions of the consumer affairs position on a scale ranking from 
from Strongly Agree to Strongly Disagree. Hypothesis V stated that 
no significant differences between ratings of job satisfactions as 
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perceived by CAPs and the CEOs would be found. In this section each 
item was ranked independently from other items. Chi-Square tests for 
comparing two distributions of responses show Items B, C, I, and J to 
be significant and therefore must reject the null hypothesis. This 
may be interpreted to mean that the CAPs did give responses which 
resulted in a different distribution than the CEOs. For all other 
items, the null hypothesis must not be rejected. Items showing a 
great deal of satisfaction for the CAP were: knowing their job is 
important to the success of the organization; opportunity to grow; 
and utilizing a wide range of skills. The CAPs did not feel, how-
ever, that their particular skills and training were utilized. 
Areas showing less satisfaction included: opportunity for future 
advancement; viewed as important by others in the organization; viewed 
as important by people outside the organization; and job is very chal-
1 engi ng. 
The final portion of the survey for both the CAP and the CEO 
contained demographic information. Although the consumer affairs pro-
fession seems to draw from many and varied backgrounds, an attempt was 
made to profile the 11 typical 11 CAP and CEO who participated in this 
study. The 11 typical 11 CAP did seem to parallel, to some extent, those 
CAPs who responded to the Society of Consumer Affairs Professionals 
Job/Salary Survey (SOCAP, 1978b). 
The CAPs in this study were determined to be females, in their 
30's with at least a college education and many with more than four 
years of college. They spend 100 percent of their time with the con-
sumer affairs area and have worked for their present company in this 
position for less than five years. Their previous position was with 
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the same company and they were in their previous position less than 
five years also. They seemed to have majored in business or a liberal 
arts area and have received most of their consumer training through 
seminars and/or professional meetings. 
The CEOs who participated in this study were found to be males in 
their 40's and 50 1 s. They had been with the company longer periods 
of time (over 5 years) but in the current consumer-related position 
less than five years. They seem to spend 20 percent or less of their 
time with the consumer area, were usually at the vice presidential 
level, and reported directly to top level management. 
Observations 
The Society of Consumer Affairs Professionals, was at the time 
of this study, the only professional organization or association avail-
able to persons employed in the areas of consumer affairs in business 
and industry. Since this organization is relatively new, it is pos-
sible that members could have similar views and needs. Many of the 
members previously worked within their current corporation in other 
capacities, and were transferred into the consumer affairs position. 
Very few of the members have any formal training in the area of con-
sumer affairs. This lack of formal training may account for the lack 
of definition of the position and department in many firms as dis-
covered in this study. The Society of Consumer Affairs Professionals 
has identified this need of its membership and has provided workshops 
to help in this definition process. 
Since many of the CAPs are unfamiliar with what their role should 
be in the corporation, they are following management in the establish-
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ment of job functions and limitations. Top management may see the 
consumer affairs areas as threatening rather than a cooperative effort 
with the consumer. Therefore, the development of consumer affairs 
positions and departments may not be as effective in making changes 
as they might be with additional corporate planning and corrmitment. 
St. Marie (1978) suggests: 
In order to succeed as change agents, consumer affairs pro-
fessionals must learn to: meet management where they are--
that is, understand the world from their perspective and 
their needs; work toward incremental improvements--not try 
to achieve utopia overnight; work for practical, actionable 
steps that people can implement now; recommend and implement 
a set of combined, interrelated solutions--attacking on only 
one front, with one kind of weapon, seldom wins battles .•.. 
Exercise a high degree of patience and fortitude (p. 19). 
Developing effective consumer affairs professionals may prove to be a 
future challenge of SOCAP, other consumer organizations, and colleges 
and universities. 
A final observation particularly concerning this study is that 
the CAP was asked to return the survey and give the name of their 
reporting officer so another survey could be sent. It is assumed 
that the low response rate indicated many CAPs would not, or could 
not, bother their reporting officer with this type of task. It is 
possible, then, that surveys returned evaluated those consumer affairs 
departments with above average working relationships. Letters re-
turned and personal comments to the researcher indicated that many of 
the CAPs would have participated but knew their CEO did not think the 
job and position were important enough to bother participating in the 
survey. 
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Recommendations 
It is apparent from the results of this study that the major 
functions of the consumer affairs department have not changed in the 
past few years, i.e., that of handling consumer complaints and inquir-
ies. Most will agree that the complaint function is, in fact, a very 
important communication link between the consumer, his/her needs, and 
the corporation who wishes to meet those needs. This networking and 
communication process should be expanded however. The consumer affairs 
department, evidently, has not been accepted into the corporate struc-
ture and has not seemed to become an integral part of the total cor-
porate picture. This lack of integration may be due to lack of train-
ing of the consumer affairs professional, the selection process of 
the consumer affairs professional, lack of communication between the 
CAP and top management, and/or the lack of commitment to the consumer 
affairs effort by either the CAP, the CEO, or the corporation. Broad-
ening the consumer affairs position and department and integrating the 
department into the total corporate planning process, brings the fol-
lowing recommendations for possible areas of further research: 
1. A study which would identify possible 11 proactive 11 job func-
tions of the consumer affairs professional rather than the 11 reactive 11 
areas of the position. This would identify job functions which iden-
tify consumer needs and take action on the corporate level before they 
become consumer problems. Total non-participation in legislative 
development is one example in this study of areas of the consumer af-
fairs department which are not being utilized by companies. 
2. A longitudinal study of the backqrounds of the consumer 
affairs professional, the training and work experience which led to 
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affairs professional, the training and work experience which led to 
the CAP position, and to what position the CAP is promoted. This 
type of study would address the areas of concern noted in the study 
of growth and promotion opportunities. It is possible that the CAP 
and CEO see the consumer position as a 11dead-end 11 position and do not 
look for further areas of potential. In this manner, the views ex-
pressed in the survey of lack of opportunities and promotions become 
a self-fulfilling prophecy. 
3. A study which would investigate communication patterns and 
management strategies of the 40to50 year old male CEO with a busi-
ness background working with the consumer affairs professional who 
is a 20to30 year old female with a more varied background, i.e., 
business, liberal arts, and home economics. 
4. A ten-year follow-up study similar to this study and the Hise, 
Gillet and Kelly study (1978) which would examine changes occurring 
during each decade concerning the CAP job functions, limitations and 
satisfactions. This type of study could be designed to follow the 
patterns of consumerism, i.e., the early 1900 1s the 1930 1s, the 
1960's and possibly the early 1980's. 
5. A study which would examine changing roles of the consumer 
affairs professionals in the corporate structure within the context 
of changing environmental and socio-economic conditions. This study 
would also follow the periods of high consumer activity and the early 
1980's may be a time period to watch with new interest. 
There is much potential growth and development in many areas of 
consumer affairs. St. Marie (1978) suggests there are five potentials 
for consumer affairs professi ona 1 i sm-- 11 to define the function, to 
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function as a change agent, to develop competence, to acquire know-
ledge of the political system, and to achieve credibility as a 
resource .... 11 And she adds 
In addition, one absolute need for every consumer affairs 
professional that is basic to all of this--and yet is the 
most intangible quality of all--is commitment, commitment 
that gives the professional that confidence to continue to 
function as a change agent even when the task seems im-
possible ...• To begin with, this means a clarification 
of the individual's own values as a consumer affairs pro-
fessional in relation to the extent of his or her commit-
ment ( p. 19). 
Although there is much agreement among consumer affairs profes-
sionals and corporate executive officers concerning the job functions, 
limitations, and satisfactions of the consumer affairs position, there 
remains mu~h to be developed and researched in this field. 
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Oklaho1na State Unii-ersity 
DIVISION Of HOM£ ECONOMICS 
~ ci Housing. Design •nd Consumer Re.ources 
I STILLWATER. OKLAHOMA 74078 HOME ECONO.\llCS WEST BUILD/NC 140Si 614-S048 
In an effort to better define the role of the consumer affairs 
professional. I would like to ask your help in the completion 
of the enclosed questionnaire which will be·used in the 
completion of my doctoral reseacch. Completion of the survey 
should require only ten to fifteen minutes. 
Data is being gathered from all consumer affairs professionals 
and chief executive officers who are members of the Society 
of Consumer Affairs ?rofessionals. In order for me to know 
the appropriate reporting officer for your or9anization, I would 
like for you to forward the name of the executive officer to whom 
you report. Please fill·out the card and return it no later 
than April .2_. A matching survey will be sent to the officer. 
Please fill out your survey and return it by ADril 21. Although 
you and your supervisor may have the surveys at the same time, 
please complete them independently. 
Your assistance in this research will be appreciated. The 
code on the questionnaire identifies the type of industry and 
the specific company. Only the researcher will have access to 
code information. Complete anonymity of persons and organi-
zations will be maintained in reporting results in my doctoral 
dissertation. 
Thank you for aidinq me in the completion of the research. 
·Results.of .the report can be obtained by noting on the card 
you are returning. 
Sincerely, 
Kathleen Morrow McPherson 
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Code __ _ 
CONF!OENTIAL QUESTIONNAIRE 
.I08 FUMCTION INPUT 
1. SevcTal jab functian• coml!.on to re.or.: car.sumer ~ffaira profesaionals an~ 1i.51ted 
below. Pleaae ciieck th~ TH?."EE over which you have the ~!OST t~PUT co 
corporate decisioc.a. ::hr=ck che 1THR£E over wnid, :·cu have the :..:;AST INPUT 
to corpor~te decisions. 
•9 An.al~zing advert1sem~nrs 
b. PT~ce11i~g con5umer inquiria1 
c. lafluen~ing produ~t s1r~ty 
d. Preae:ntini consumer vi .... .,, tu Nnagcm'-!nt 
e. Handling consum~r ~L•mplaints 
f. E.xchan1ing with iiH:err.n.~nt amJ bus1n~s!l 
I· Influ~ncing product d~sigli 
b. Developing f~d~ral/,cat~ t~gislation 
i. Developing cunsumcr ~ducat i en 1-'rograrns 
JOB LIMITATIONS 
2. Con•umer affctirs profcsaion:ils are son1~cimcs limited in carrying out their 
reapooaibilitic::L S~vcrul ~i.miting Jspt?c·..-:!i ..)f the jub arc listt!U below. 
Plea•e chec~ Lhc THREE ~os:- LlMITtNG FACTORS in your job. Ch-eek the THREE 
LUST LIH:TlUC fAC!uRS in vuur job. 
Ho!'lt 
Limiti;w-Factors ---()_) __ Least Limiting Fact.E?l,! 
(3) 
a. Un~lear authority 
b. Unreali!tic work load 
c. Unclear job evaluation procedur~s 
d. lnaufficient information 
e. Un~nding con~um~r c~mpi~incs 
f. Indefinite responsibili[i~s 
&· Uncertain pr.:imvci.on opp0rtimitl<.!S 
b.. Lack of inter-depdrt.!!"cnr 11 ·.:t,u\).:rut ivn 
i. Company interest vs. c1.rnsumcr int-.:r~:1.ts 
~ SATISFACT!CNS 
J. S.:rae jobs •re ~ore sa~iafying than others. This section ~ontain& statements 
a~out your job. Please race each stacem•n' from l ~ l with l being STROSGLY 
AGILE£ and 1 being STROtlGLY DlSAGREE. 
Ooe of the ~ost !.!!i!_f~ aspects of my job 
i• that: 
a. Hy vork ia important t-> the su:c~a• of the 
organi1•tion. 
b. My job provide• me ~ith the opportunity 
to 1rllw. 
c. Hy job allovit me to utilize a . ,ide range 
of my eklll• . 
. ;L Hy job pravide.i. m~ ·..iith t:he opporc 1ir.ity to 
prep•re ~yself fer futur~ 3dvancement in t~e 
orcanization. 
a. Hy job allows me co set 6oals/ubj~ctivcs. 
f. My job is view~d as important ~y ~mploye@s 
workinc in other ar~as or the org~nLz~tLon. 
I· Hy job provide~ me with a s~nse uf accomplish-
ment. 
h. Hy job i1 viewed as important ~y p~ople outside 
of th~ oraanizati~n. 
i. Hy job i1 very 'hallenging. 
j. Ky job allow~ me to utll1:e the full r~nge 
of my educAtional training and previous work 
experi-ence. 
... 
-;. 
c .. 
0 " .. .. 
M "" "'< 
.., 
" ... 
.. u .. .. ..... 
.. c 
< ::> 
l 
3 
) 
l 
J 
3 
4 
4 
4 
4 
4 
4 
OVER, PLEASE--
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4~ Define the coaaumer affaica mia1ion in your· oraani..iation. 
s. "' job citle and departm~nt citle l 8: 
Con•umer Affairs Officl!r C'1.11tomer Relationa Officer 
---Cuatomer Complai!'.t Officer ==C..:nsumer A:1voc.acy Officer 
---Other (Plea1e 1pec1fy)~-----------------------------
Con1umer Affairs Department 
----Cuetomer Service ~enarrmenc 
-Ocher (Pl· aae specify) 
Cuttomer Relations Oepartmenc 
::::::c~~comer Compl~int D~partmenc 
6. A.re 7ou involved with consumer afiair1 full-time or part-time ________ __ 
If ,.rt-time, whAC pe~cent of yuur time ia in co;;;;;;r affair~---------~ 
7. -:.0 vbam .. ::::::b. 
c. 
d. 
---·· 
do you repor~ in your organiz~tion: 
chief esecutive offic~r (presiJ~nt, 
division£! ieneral mana~~m~nt 
marketing or sal~a ~xe~utiv~ 
public rel~tiond ~xecutive 
ocher (plea•e tpecify) 
exec. V. P., corporate staff) 
8. How long h•ve you be~n the chiei consu~r affair• officer for your present 
employer? Less than one year, __ 1-5 yeara, __ D-10 ye3r1. __ 11-20 
,eaz• • __ over 20 1~•r a. 
9. How long hav~ you ;;e::en in th~ .Hea of consutt1l!r affair~? Lc:!ss tnan one 
yeax, ___ l-S years. __ 6-10 years, __ !1-:0 years, ~v.::r 2C Y«?"r•. 
10. How ·1~ng have you worked for your pre1umt employer? Less than OR'! year, 
__ l-5 y~ar1, __ 0-10 ye.are, __ 11-10 years, __ over ~O years. 
11. What ia the highest level oi edu..:acion you obtained? High school ~duca-
&.ion, 1 yt!ar- of col leg~ 1 __ '.! :·ears of col legc, =) years of ccll~ge. 
_4 ;;;;:-, of c;olle111:!, __ mare than 4 years of c.::illcge. 
12. tf ~went to collece, your ~•i~r area ot study wa•·~------------­
lil.a1111 you major rela.t~d r::o chr .art..!<l of conaumcr affairti __ yes __ no. If s~. 
Yhat. waia the rel at ionsh i p ~ 
13. Did. you have .any trai.~i.1g other than col Lege? _yes __ no. If yes, was ctne 
c.rai.iliar: __ vc-:at ional t echoic al ~ch'lo 1 , __ workihops , __ semi nJra. 
___ profea~ion•l ~eccings. How wa1 :his craining relared to tne area cf 
CGIUIUl!er affair•·~--------------------------------~ 
14. W..a the -position you held immediac:ely before your current position with this 
caepauy~ __yes __ r.o. If no, uas ir vH.h another organizacion7 __ yea __ no 
15. Ila• your previous poJition concer·ned wi.th: sales, pToJuction, 
a.ark.eLing. ?ublic i.·elati>.Jns, J"fS"t;ibuti.on-,- personr.el man•gemenc, 
-aecretarial~k, ___ otht!r l?lea~pecify) ___ :::_:-__________ _ 
16. Lea&th of time in your previous po&ition: __ Less them one year, __ l-5 years, 
__ 6-10 year:it, __ 11-20 years 1 __ ovt:!r 20 years. 
17. A&•: __ .. nder JO, __ Jl-40, __ 41-50, __ Sl-~O, __ 60 and over. 
l&. Sez' ___ fecale, __ male 
19. Please t!:nclose an orgllniz.ational ..:hart and a' j....::, description of your consumer 
affair• position. Indicate~ positicn on the chart and pleate indicate if 
it: ia •~position or a scat: ?Vsitiun. 
THANK YOU FOR YOUR COOPERATION 
This information will be used in the preparation of a doc.coral dissertation. 
All information is coded 3nd confidential. Ple~se return the completed 
que1tionaire no lacer than April 20 ta: 
Kathleen Morro~ McPherson 
KEW 4J6 Consucer Studies 
Oklahoma State University 
St illvater, Okl&homa 71.078 
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Oklaho1na State University 
DIVISION OF HOME ECO~OMICS 
Oepirtmenl oi Hou••ng. 0..-Sogn ••id Consumer R~rce. 
I STltLWATER, OKLAHOMA 74078 HOME ECONOMICS WEST BUILDING (4051 624-5048 
In an effort to better define the role of the consumer affairs 
professional, I would like to ask your help in the completion 
of the enclosed questionnaire which will be used in meeting 
the requirements of my doctoral research. Answering the 
questionnaire should require only ten- to fifteen minutes. 
Questionnaires asking the consumer affairs professional (CAP) 
to give his/her perception of their role have been sent to 
the CAP in your company. Your CAP has returned your name as 
the officer in the organization to whom he/she reports. The 
enclosed questionnaire asks for your perception of how the 
CAP and/or consumer affairs department should or does function 
in your organization. 
Your assistance in this research is appreciated. The code 
on the questionnaire identifies the type of industry and 
specific company. Only the researcher will have access to 
code information. Complete anonymity of persons and organi-
zations will be maintained in reporting results in my doctoral 
dissertation. 
Thank you for aiding me in the completion of the research. 
Results of .the report can be obtained by returning the enclosed 
card. 
Sincerely, 
Kathleen Morrow McPherson 
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Cod~----
EXECUTIVE cmJF1oamAL QUESTIONNAIRE 
VOTE: Thi• aurvey i1 to b~ completed BAS!::D CN YOUR PERCEP'ttONS of the jcb 
input, limit.at1oni, and uacisfacti·Jns of the contum~r Qifaira profeauional 
in your f inn. 
JCS FUNCTION INPUT 
l.. Stever<1l job function~ coamon to nwst cunsumer affairs pr..:ifess iona.ls .:!re 
liated belo\f. Pleas~ c:heck the THH.EE over which your ccmsumer aff3ir1 
profession.al has the ~OST INPUT tv c\lrporatt! decisior.s. Check the THREE 
over which yl.>-ur consumer affairs proiessional has the LEAST INPUT tt.> 
c.a:porace decisions. 
a. Aa.alyzi1 . .; .. d•erc isetknta 
b. Pr~cessing ;onsumer inquiries 
c. Influencing product safety 
d. ?re•enting consumer ~i~w r.o ft'\.3.nagement 
e. Handling consu~r c~mplaincs 
f. Exchanging with s~vernment Jnd busin~~i 
I• Influencing pttJJu._t dl'!sign 
h. Developing f-.~deral/scate lcgi~l3tiun 
i. Developing consumer ~ducat ion ~rograms 
.IOtl UMITATIONS 
~input 
ll 
Least !nti:ut --rJr-
2~ Coaaumer affair¥ prctessionala are !Om~t1mes limited in carrying out their 
re•ponaibilities. Several timl.tin~ a:spects of tht: job are listed btslo·.-. 
Pliease check the THREE ~OST :...IX!'TL~lG FAC~.:,:<.:i y.:iur .;tVo::ium ... t attairs ,:iroft!ssionai 
ba1 in. the juU. 1:h~t;k the fBREE LEAST Ll~!lTlNC fACTORS your conGumcr affairs 
prof~saional hat in the job. 
~. Unclear authority 
b. Uoreaiist!~ w~rk load 
c:. Unclear joh t!'va.tuation pr;JCt!<loJ:e1 
d. tnaufficit!nt i:H:tJma.cion 
e. UQeoding cunsllmt:r cmco!a.ir.ts 
f.· 111defini1.e r~:1pcnsib-1 ~iti.~:1 
g. Unc.ertain ?r··1m0tiun .Jppvrtunit i~s 
b. Lack of inCi!!"-dc?p.ut1a1•:it al tooperar ion 
i .. Company 1nc.ercsr vs. co!lsumer intP.rescs 
JOll SA"flSFACTIONS 
Host 
Limiti.r.g Lieto!_! 
(]) 
Li!' as t 
Limiting~ 
(J) 
l. Soae j.:>!:Js ar•! ~ore sati:dyin~ thd:i ..... th1..•rs. Thi!il ~ection concainii s:ac~ments 
about the job of your .::msum~r o.fiairs pr.;>tessional. Please rank fram l to 5 
e.ach stat~ent .:onc~rning Lhe pos1tl.on with!. being STRO!WLY AGRl::.E anJ ~ Jt-i.;;g 
STRONCLY DISACnE. 
One of the most sacisfying asp~cts o: th~ job 
of the conoum~r affairs profc::;,,iur:a.i i,1 my 
company ia that his or h~r: 
a. Vork is important to the succ2&~ of thP 
or1anization. 
b. Jcb provid~s the opportunity LQ gruw. 
c:-. Jub allows th~ ·~ciliiation oL a ..,idc ranl(t.! 
of skills. 
d. Job provldcs the opportunit~1 co pt'.!j)ar~ :1r 
future advancement in the •Hg.lrii.:o:;ic i Jn. ' 
e. J~b allows the setting ~i ~·Jals/obj~..:tiv~s. 
(. J~b ia viewed as import~nt by ~mpi~y~es ~JrKin~ 
in ~ther areas of the ·)r~~~izac1cn. 
I· J_,b provides a 3ensc of .:.c..:..:.,'.'lpl ishrni.:nt. 
~. Job is viewed as imoortant b~ p~np~c outside che 
organization. 
i. Job ls very challen~ing. 
i~ Job allows the utilization of a iull range of 
his/her edu,ational training und previous work 
exp~ri-ence. 
... .. 
c ~ e . ~ .. ., < 
.., 
" ..:-. ~ .,, ... ~ 
• ., .. c "' t . ,, ~ ."' ~ "' c "' ~ ·::; .., ::> 
4 
4 
4 
4 
4 
4 
4 
4 
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4. Define the coaauecr aftalra mi11iDn in your or1anizat1Qn. 
5. tty ja~ title i•: 
Chief Executive Officer Pre•idenc 
~~Vice Preaidenc ~Chainnan of the Board 
Ot~•r (Pl•••• apacify)~~~~~~~~~~~~~~~~~~~~~~~ 
6. My depart....,t title ia: 
H.Arke~in1 Public Relacion• 
~~S•le• Di~i1ion :::::oivi1ional Head 
Other (Pl•••• •pecify)~~-~--~~~~~~~~~~~~~~~~~ 
7. Are you inYolved vith con1umer affai.r1 Cull-rime __ or pare-time 
If part-ti.me. what percent of your time is in consumer affair•~--~~-
8. To vham do you report in your organizatLon: 
Chief executive officer (president 1 etc.) 
--Executive vice pre•idenc 
--Chairnian of the &oard 
Other (Pleaae specify)~~~-~~~-~~~-~~~~-~~-~~~ 
9. How long have you worked for your present employer? Le11 than one year, 
__ 1-5' year•. ___ 6-10 year•. __ 11-:!0 year•, _over 20 yeara. 
10. How lona have you b~en in the ~re1 of consumer aff~ir1? L~•• Chan one 
year, __ 1-5 year•, __ 6-10 year1 1 __ ll-20 year•, _over 20 year1. 
11. Kou long h.ave you been in the •rea uf consumer affairs for your present 
employer? Le.ti• th•n one year, l-5 ye.Jes. __ 6-10 y~ara, 
--.-11-20~1, __ over 20 yt:..ifS-. -
12. Wa• the paaition you held inmcUiately b~f~re your current position with 
thi• coap•ay?_ye• __ no. 1( no, was tt with another orgdni::ati.~n? 
__y•• __ no. 
13. Wal your ~revioua position concerned with: sales, or0Juction 1 
saark.eting. public relations, distrltwrion,--· ?~rsonnel 
;;;gement, _other (please 'pecify)-- --
14. Length of time in you.r previou1 po11icion; __ !...e-ss than one year, 
__ l-5 year•, __ 6-10 years, __ ll-20 yearsl __ over 20 y.eara. 
15. Age: under 30 yura, __ ~:-40, __ 41-SO, __ Sl-60, __ over 60. 
16. Sea: __ f.,..le, __ m•le 
17. Pleaae enclg1e an organizational chart of your compar.y. Indicate ~ 
poaitiois ~ the poaition of your consuT':1er affairs prof~ssional. 
Plea•e indicate if the position of the consumer affairs prof~ssional ia 
a !i!!.!. poaitioa. or • !!.!.!! position. 
THAHK YOU FOR YOUA COOPERATION 
Thi1_informa~ion.will be used in the preparation of a doctor-al dissertation. 
All 1.nformat1on LS c:od~d_ and confiJentiat. Please return th~ completed 
que1tionnair~ no later tnan May 9 to: 
Kathle~n Morrow McPherson 
HEW 436 Cvnsumer Studies 
Oklahoma StJte Gniversity 
Stillwater, Oklat1oma 74078 
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APPENDIX C 
FREQUENCY TABLES OF JOB FUNCTIONS 
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a. 
b. 
c. 
d. 
e. 
f. 
g. 
h. 
i. 
TABLE XII 
FREQUENCY RESPONSES TO JOB FUNCTIONS 
INDIVIDUAL ANALYSIS BY THE 
CAPS AND CEOS 
CAP 
M L N 
Analyzing advertisements. 10 50 34 
Processing consumer inquiries. 61 10 23 
Influencing product safety. 14 37 43 
Presenting consumer view to 
management. 66 5 23 
Handling consumer complaints. 68 9 17 
Exchanging with government 
and business. 16 36 42 
Influencing product design. 10 43 41 
Developing federal/state 
1 egi sl ation. 4 71 19 
Developing consumer education 
programs. 33 21 40 
CEO 
M L N 
3 28 20 
40 3 8 
7 18 26 
32 2 17 
42 0 9 
9 21 21 
5 27 19 
0 46 5 
15 8 28 
M = most input, L = least input and N = neutral or intermediate. 
Data includes a total of 94 CAP respondents and 51 CEO respon-
dents. 
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APPENDIX D 
FREQUENCY TABLES OF LIMITING JOB FACTORS 
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a. 
b. 
c. 
d. 
e. 
f. 
g. 
h. 
i. 
TABLE XIII 
FREQUENCY RESPONSES FOR LIMITING JOB 
FACTORS INDIVIDUAL ANALYSIS 
BY THE CAPS AND CEOS 
CAP 
M L N 
Unclear authority. 28 51 15 
Unrealistic work load. 43 21 30 
Unclear job evaluation 
procedures. 22 27 45 
Insufficient infonnation 32 23 39 
Unending consumer complaints. 27 29 38 
Indefinite responsibilities. 28 39 27 
Uncertain promotion oppor-
tunities. 28 30 36 
Lack of inter-departmental 
cooperation. 37 32 25 
Company interest vs. consumer 
interest. 37 30 27 
M 
13 
18 
6 
22 
15 
13 
17 
25 
24 
M =most limiting factors, L =least limiting factors, 
neutral or intennediate factors. 
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CEO 
L N 
25 13 
16 17 
20 25 
15 14 
15 21 
22 16 
8 26 
14 12 
18 9 
and N = 
APPENDIX E 
FREQUENCIES OF SATISFACTIONS BY CAPS AND CEOS 
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TABLE XIV 
FREQUENCIES OF SATISFACTIONS BY CAPS 
SA A u D SD 
a. Work is important to the success 
of the organization. 66 66 9 5 0 
b. Job provides the opportunity to 
grow. 56 59 19 9 5 
c. Job allows the utilization of a 
wide range of skills. 79 54 4 9 2 
d. Job provides the opportunity to 
prepare for future advancement 
in the organization. 19 57 41 20 11 
e. Job allows the setting of goals/ 
objectives. 46 75 15 8 3 
f. Job is viewed as important by 
employees working in other areas 
of the organization. 18 70 38 19 2 
g. Job provides a sense of accomp-
lishment. 53 74 13 6 1 
h. Job is viewed as important by 
people outside the organization 38 78 26 5 1 
i. Job is very challenging. 67 50 14 14 2 
j. Job allows the utilization of a 
full range of his/her educational 
training and previous work. 49 52 21 18 8 
SA = Strongly Agree, A =Agree, u = Undecided, D = Disagree and 
SD = Strongly Disagree. 
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TABLE XV 
FREQUENCIES OF SATISFACTIONS BY CEOS 
SA A u D SD 
a. Work is important to the success 
of the organization. 40 29 4 0 0 
b. Job provides the opportunity to 
grow. 10 42 12 8 2 
c. Job allows the utilization of a 
wide range of skills. 22 47 2 3 0 
d. Job provides the opportunity to 
prepare for future advancement 
in the organization. 7 36 17 12 2 
e. Job allows the setting of goals/ 
objectives. 20 44 8 2 0 
f. Job is viewed as important by 
employees working in other areas 
of the organization. 11 37 19 7 0 
g. Job provides a sense of accom-
plishment. 18 47 4 2 0 
h. Job is viewed as important by 
people outside the organization. 21 38 14 0 0 
i. Job is very challenging. 29 39 5 1 0 
j. Job allows the utilization of a 
full range of his/her educational 
training and previous work exper-
i ence. 20 40 8 5 0 
SA = Strongly Agree, A = Agree, U = Undecided, D = Disagree and 
SD = Strongly Disagree. 
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